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Future Focus 

stay ahead, newspapers must 
cultivate technology and readers 


Waiting the Wings 
Digital print awaits its crossover 
moment into the newspaper 


publishing market p.40 
2015 EPPY Award 
Winners 

Honoring the best media 


Columns 


NEWSOSAUR 

Publishers afford repel new 
BUSINESS NEWS 


Before journalists can educate 
readers, they must first educate 


DIGITAL PUBLISHING 

When comes newspaper websites, 


Departments 
CRITICAL THINKING 


Should front page print ads get 
pass like their digital homepage 


DATA PAGE 


Mobile blocking rates selected 
countries, average time spent per 
day with major media, load times 
mobile ads and editorial content 


PRODUCTION 


create and manage produc- 


NEWSPEOPLE 


New hires, promotions and 
relocations across the industry 


SHOPTALK 
Why publishers care (yet) that 


editorial 


Heading toward 


the Future 


ack the Day 
arrived this year when 
Marty traveled 
years into the future 
from 1985 2015, the movie, 
encountered tech- 
nology like flying cars, 
and auto-drying jackets, hoverboards, 
power-lacing sneakers, and video tele- 
phones. also reads print copy 
USA TODAY get his news, 
ine his world flying cars 
and automatic dog walkers, 17-year- 
our 2015 reality, would teenager 
even know where find one? But 
flying car parked our garage and 
hoverboards haven't taken but 
that mean aren't 
innovation 

Our 2015 has smartphones, 
tablets, and con- 
nected cars equipped with Internet 
all that sounds just 
exciting the world the “Back the 
movies depicted, 

head into 2016 and leave be- 
hind Marty “future,” what can 
expect see now? Well, for one 
thing, newspapers will still around 
print, just like 2015, 
print readership and ad- 
vertising the publishers 
ave big believers the 
But they also afraid 
embrace new digital technologies. 

May, introduced Instant 
Articles, new mobile experience for 
publishers “create fast, interactive 
articles” the social media 
“Instant Articles makes the 
experience much ten times faster 
than standard mobile Web articles,” 
the company announced, the time 
the launch, Facebook was working with 
nine media partners The New 


York Times, The Guardian, NBC, and 
BuzzFeed, 

Next year and beyond, newspapers 
will continue experiment with 
virtual Right now, Street 
Journal can 
watch and 360° video directly 
their mobile devices, their comput- 
ers with Los Angeles 
launched their first project 
October 
readers “fly around another planet” 
(in this case, Mars) their 
expect more newspapers follow 
their experimentations. 

Kzra Keman, founder Journalism 
also recently published series 
called “Is Your Newsroom Future 
Proof?” where 
provided trends and questions 
aimed helping newsrooms and 
journalists prepare for ahead, 
from citizen journalism the rising 
importance and metrics. 
Questions like “Who controlling 
what the audience will see? You 
algorithm?” and “How you 
position yourself outside your tradi- 
tional and/or digital channels...in real 
life?” should every 
mind. two-part series helpful 
guide, but should only treated 
that—just guide, the “Back 
the Future” movies showed us, 
predict the but can get 
ready for And many newspapers are 
already doing 

this month’s issue, recognize 
the 2015 EPPY Award winners, Kor 
years, has honored the best 
websites, and over these 
two decades, we've seen much advance- 
ment. Check out our list winners (bit. 
and you will find stunning 
graphics, videos, photographs and blogs 
that show are definitely heading 


PUBLISHER: 


CORPORATE OFFICES (949) 660-6150 
FAX (949) 660-6172 


EDITOR-IN-CHIEF Jeff Fleming 


MANAGING EDITOR Yang 
nu.yang@editorandpublisher.com 


GRAPHIC DESIGN 


EDITORIAL ASSISTANT Adreana Young 


CONTRIBUTING EDITORS 
Alan Mutter, Rob Tornoe 
Tim 


SALES MANAGER 
Catherine Maffet, ext. 
cat@editorandpublisher.com 


CLASSIFIED ADVERTISING SALES Jon Sorenson 
(800) 887-1615 FAX (866) 605-2323 


SUBSCRIPTION SERVICES 
(888) 732-7323 


CIRCULATION MANAGER Amelia Salazar 


CIRCULATION ASSISTANT Rick Avila 
PRODUCTION Mary Monge 
TECHNOLOGY DIRECTOR David 


DIGITAL DIRECTOR 
Bryan Sheehy 


DIRECTOR 
Janette Hood, ext. 201 


DUNCAN MCINTOSH FOUNDED BY: 
PUBLISHER 
Duncan 
CO-PUBLISHER 
Teresa Ybarra Mcintosh 


EDITORIAL ADVERTISING MAILING ADDRESS 
17782 Cowan, Ste. 92614 


www.editorandpublisher.com 


Move 


America’s Oldest Journal 
Covering the Newspaper Industry 


With which have been Journalist, 
established March 22, 1884; Newspaperdom, March 
Publisher, June Advertising, June 22, 1924, 


er 


GANNETT 


Imaging and Design Center 


comments 


Student newspapers edged 
out EPPY awards 

interesting (and bit discourag- 
ing) that all the college awards now 
content produced classroom 
journalism programs, not student 
newspaper/media 
comment not slight the 
excellent work highlighted these 
awards; kudos the students, pro- 
and institutions doing such 
great work, But there used 
separate institutional category the 
awards, separate from student 
media/newspaper But now, 
institutional lab and classroom work 
apparently the same category 
student media organizations, and 
it’s not surprising that better-funded 
and professionally-led institutional 
programs the awards instead 

student media organizations, 
also wonder how well pro- 
entry the contest student 
journalists and their media organi- 
zations? $100 entry fee steep 
for student, and even for many 
student newspapers, wonder 
how many entries even receives 
from true student media organiza- 
tions. would think should 
student journalists who 
pursue their passions this field 
outside the classroom, but that sadly 
longer seems the case.) ‘To 
clear, although work for stu- 


dent media organization, this not 
case sour grapes. newspaper 
has never entered the contest 
because the cost, but always used 
cheer our counterparts col- 
lege newspapers who won the annual 
award for excellence student 
media organization, wants 

encourage the next generation 
journalists, could help again 
offering least one contest category 
for student media organizations (and 
reducing the entry fee nomi- 
nal amount). 

ERIC JACOBS 

Submitted editorandpublisher.com 


Missing legal notices 

decrease advertising revenue 
since 2005 doesn't reflect that legal 
notices will eventually migrate away 
from newspapers. (Newsosaur: Back 
Basics, October 2015) Legal notices 
revenues nationwide accounts for 
about 

FRED MARK 

editorandpublisher.com 


Possible new EPPY category 
seems that one glaring 
omission from the list categories 

this annual contest (“2015 EPPY 
Winners Announced”) would for 

media affiliated “digital product, 

not website.” category should 
“Best New Revenue Engine.” Whether 


ILLUSTRATION BY ‘TONY ©, CHAMPAGNE 


idea, new product, new technology, 
think everyone breathless have 
these case studies coming them 
much possible. list awardees 
amazing compilation media, 
creators, editors and audiences, but 
are all fear the day when none 
this even possible thanks the 
elephant slipping revenues sitting 
our table, 

KENT KIRSCHNER 

Submitted 


Congrats Mac! 
Congratulations Mac ‘Tully from 
College’s Marketing ‘Team! 
2015 Publisher the Year: 
Michael “Mac” Tully, The Denver 
Post, November 2015) Congratula- 
tions this esteemed honor! 
are very proud you and all you 
have accomplished your profes- 
sional career. 

HOLLI MCELWEE 

Submitted editorandpublisher.com 


Send your comments 


“Comments,” Editor Publisher, 
Please your title, anc stale. and ernad 
ackress. may bo edited for at the usual 
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TODAY’S HIGHLY COMPETITIVE, TECHNOLOGY-DRIVEN 
MARKETPLACE DEMANDS TOP-LEVEL WRITERS AND 
STRATEGIC COMMUNICATORS. 


Never before has there been many options for professional writers 
and communicators who can clearly and accurately shape traditional 

and digital communications. meet this growing need, the NYU School 
Professional Studies offers the Professional Writing. Delivered 
totally online, the program prepares you powerful writer, 

skilled communication specialist, and information designer, who can 
take advantage employment opportunities technology-driven 
world. Digital technology and professional applications are emphasized 
throughout course study that accommodates your schedule. 
Internships, the creation professional portfolio, and career development 
help cultivate your full potential writer now, and for the marketplace 
the 


Writing for Health Professions 
Promotignal 
Writing and the Environment 
Writing Proposals and 
Writing for 
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Nebsite 


Washington Post partners with its first 
licensing client for its online CMS platform 


Adreana Young 


Washington Post’s 
arm 
now reaches across the U.S. 
from one coast another 
with its custom publishing platform 
Ave. Willamette Week, politics 
and culture newspaper Portland, 
the first licensing for the 

Although the Willametie Week the 
first client use Are, Post chief infor- 
mation officer Shailesh Prakash said 
they've been working the platform 
for awhile. 

didn’t start grand plan,” 
said. born out necessity 
for the 

Prakash said Are was designed 
with the mind because its 
sophisticated and complex 
Post needed platform that could 
support all its products from print, 
video, advertising, data and design; 
one-size-fits-all wouldn't 
work, Because that need, the 
newspaper began building Are four- 
and-a-half years ago. platform 
suite publishing tools that can work 
together individually based 

works off Page Builder, 
WordPress that completely 
customizable, down each individual 
webpage. ‘The CMS offers newsroom 
planning tools, digital subscription 
system, content meter and access 


WILLAMETTE WEEK 


Editor Mark Zusman 
Responds OPB Salem 
Statesman 
Kitzhaber 
Coverage 


wae 


age 
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Where to bund the 
Magasing 


October 


The Week the first use the custom publishing platform Arc. 


Are also helps reduce 
load time websites and mobile 
pages. 

“We've reached point where 

‘an not just the software, but 
the templates,” Prakash 

the Willamette Week, Arc was 
the perfect Lizzy Acker, the 
Web editor, said they 
were looking for new WordPress- 
based CMS for easier use and 
empower everyone the newsroom 
charge their webpage. 

Although they looking for 
entire website redesign, the 
lamette Week ended updating their 
site completely. However, Acker said 


they were mostly focused func- 
tionality and usability for readers and 

Since late September, wweek.com 
has been running Are, and Acker said 
has been easier use then their 
previous 

“It’s actually been fun,” Acker 
“And not word you'd use 
describe CMS change and data 

Prakash said redesigning the 
website took two en- 
only about six months, But 
time goes and with more practice 
and clients, said creation time for 
the Are platforms will only decrease. 
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Celebrity Scoop 


NTVB Media offers publishing partners free 
entertainment content 


SLEEPY 
HOLLOW 
and BONES 


hen budget cuts, shrinking staffs and digital shifts 


began plaguing newsrooms, the entertainment sec- 
tion may have been one the first things for 


television entertainment content and listings magazines, believes 


entertainment should still part newspa- 
per offerings. That's why the media company 
offers newspaper publishers that partner 
with them package they can't refuse—free 

NTVB Media gives newspaper publishers 


Michael Keever, NTVB Media senior vice president 
and chief marketing officer 


entertainment content and digital widgets for 
their websites cost. Through entertain- 
ment partnership, newspapers only need 
for NTVB Media, and publishers can 
even offer readers discount NTVB Media's 
entertainment magazines and guides. 

“We bring the entire world 
said Michael Keever, senior vice president 
and chief marketing officer. got all 
this amazing content, writers with access 
celebrities, retro content and movie reviews. 
‘Let's bring this all our 
newspaper partners for free. You can have 
this for free every week for your website 

Currently, the company has 1,067 news- 
paper partners including the Los Angeles 
Times, Chicago Tribune, The Seattle Times, 
and The Denver Post. Among their selections, 
NTVB Media owns Weekly, Weekly 
Lite, Guide Magazine, DISH Enter- 
tainment Magazine, VIEW! Magazine, allow- 
ing them access entertainment writers 
and content. 

They've launched retro magazine dedi- 
cated 1940s through 1980s themed con- 
tent, offer puzzles, comics and celebrity news; 
and with their recent acquisition Guide 
and tvinsider.com, NTVB Media's readership 
will increase million, propelling them- 
selves leading publisher entertain- 
ment content, Keever said 

addition offering printed content, 
NTVB Media recently launched Nut, 
online widget publishers can utilize their 
websites. Nut lists the top six eight 
shows, movies and sports that will broad- 
cast that night. 

“Everything relates back newspa- 
pers,” Keever said. “Let's make people come 
newspapers like they used to. (We want to) 
allow (newspapers) one stop shop for 

Keever said NTVB Media will continue 
look for more opportunities that will help 
benefit their publishing partners. 

“Our DNA the newspaper 
said. 

For more information, visit content.ntvb- 
media.com contact Keever 
ntvbmedia.com.— 
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Family Roots 


publishing companies merge create Roberts Media 


Victoria Advocate 
Publishing and 
Community Media have 
merged together form 
Roberts Media hopes better 
serving their employees and readers 
south and east 
Stephen McHaney, president 
Roberts Media and publisher the 


News-Journal, said they 
brought together three daily news- 
papers and bi-weekly paper 
Victoria Advocate, the Longview News 
Journal, the Panola Watchman and 
the Marshall News Messenger), seven 
properties, full-service mar- 
keting business and variety ver- 
under one umbrella increase 
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efficiency behind the scenes. 

Although there will some content 
sharing between the newspapers, 
the merger “is not dramatic you 
might think,” McHaney 

thrust why did this 
was create brand that helps our 
change that employees have seen 
date with ‘The bigger point 
all our operations fall under one 
umbrella and thus necessitates 
shift thinking from ‘us and them’ 
‘we.’ believe that this shift 
thinking will make the overall com- 
pany 

“we” mentality cemented 
the company’s family values. Rob- 
erts Media family-owned company 
that began 1942 when Morris Rob- 
erts purchased the Advocate 
later purchased all paper's stock 
and shared ownership with his 
son, John 

family mindset one that 
has been instilled the two 
previous generations that have 


run the company. Unconsciously, 
were sending signals that were 
contrary that mindset because 
did not have unifying brand,” said 
McHaney. “Now have tangible 
signal all employees that are 
one company, and the name, 
Roberts Media, reminds everyone 
that the history the company has 
its roots 

addition its deep roots pub- 
lishing newspapers, Roberts Media 
also now multimedia and market- 
ing company. Advocate Digi- 
tal Media, the digital solutions arm 
for Roberts Media, offers targeted 
display ads and video advertising for 
marketing 

Although plans are currently be- 
ing made, McHaney said the merger 
also sets them for future acquisi- 
tions, 

“We are family company, and 
important that everyone under- 
stand that are all equal parts 
that family,” McHaney said. “If one 
part our company having success 
can all celebrate, because are 
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Why 1,000 publications 
rely Vision Data 


Best support the industry 

100% in-house organic software acquisitions 
True single solution provider for newspapers 

Rock solid accounting coupled with marketing tools 
Intuitive applications for ease use 

Maximum ROI functionality 


Proven track record feature rich development 
driven our many progressive partners 


Vision Data the most widely used 
supplier newspaper software the 


providing the best overall value 
and the best support. 
have continuously developed and im- 
proved our software in-house, without 
Vision Data relying merger acquisition, using 
Solution Total recommendations and input from 
Classified making our system the most efficient 
and user friendly the 


large media corporation with hundreds 
users, have the solution for you. 


Contact today increase your 
operating efficency while saving 
time and money with the industry’s 


vdata.com sales@vdata.com (518) 434-2193 


Stories 


Palo Alto Daily Post publishes original serialized novel newspaper 


Palo Alto, Calif. now takes center stage 
one the country’s most innovative, 
and tech savvy cities. 


different Palo Alto 


| 

Valley powerhouse sounds like the perfect setting 


editor for the Palo Alto Daily Post, and John 
Angell Grant, theater critic for the Post 
thought 

Inspired Charles Dickens and the 1978 serial- 


novel, “Palo Alto Odyssey.” 

chapters and was published six days week the 
originally meant part series but The first chapter “Palo Alto Odyssey” published the Daily Post. 


mediaphile 


(noun): person who collects 
has great love digital media 


“While the headline results are remarkably 
clear—it important understand that this 
self-selecting survey, the methodology 


Editor Harry Hoffmann the Charleston Gazette retreat 
one word from his editorial criticism the National Guard’s armory-building, 


which means that probably reflects even when tank pulled outside the Gazette tour down the 

the views enga libe street was just coincidence, said Adjutant General William Blake). Hoffmann 

aware group sword around.” This photo originally appeared the Dec. 19, 1959 issue 
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While the series has been popular 
with the Daily readers, receiving 
5,400 page views online alone, Grant 
said writing serialized novel was 
learning process. 

said each chapter needed 
have its own conflict and resolu- 
tion, just like newspaper 
Although “Palo Alto Odyssey” 
the daily newspaper, and Grant said 


its popularity among readers, stage plays and novel. With “Palo important “take into account all 
extended Alto Odyssey,” said wanted those journalistic 

story follows Miranda, capture the essence the city chapter has stand alone, 
woman originally from Palo Alto, the novel focusing hyper-local but has part the sequence,” 
left the city for New York. She details draw readers. “Finding balance really 
years later find much different think it’s the chance tell the 
city then she left. story follows story think While the Post have ad- 
her journey rediscovering Palo news story feature story can vertisers set for “Palo Alto Odyssey” 
today, ‘The story ties local that deeply,” Grant said. Price said could see that being 
hotspots, issues and real life challeng- something about writing about this possibility for future serialized novels. 
facing the citizens Palo Alto. small town that has such big impact read “Palo Alto Odyssey,” visit 

Author Grant has also written the world,” 
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connects local media companies 
with large advertising brands 


ith roar, LION 

database called 
help national and 
regional advertisers connect with local 
media Relaunched this 
year, the site helps put local media 
that goes unnoticed large 
retailers and other big advertisers back 
their radar, 

database currently consists 
more than 7,300 local media outlets, 
which newspapers, radio 
stations, alternative weeklies, business 
journals, local magazine and pure- 
play journalism sites and 456 media 
planners representing 300 compa- 
nies, according Conrad Jungmann, 
founding partner. 

Originally, the database 


was created in-house tool used 
the digital advertising company, 
but when came time update and 
add features includ- 
ing mapping capabilities early 
2014, Jungmann said the Donald 
Reynolds Journalism Institute became 
involved order make the platform 
public, 

provided $20,000 fellowship, 
research and technological assistance 
create for publishers 
and advertisers use for free, said 
Brian Steffens, director com- 
munications, 

relaunch (of al- 
lows publishers control their own 
profile,” said “We think 
local incredible place run 
digital campaigns. Local has been 
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publishers thee digtial ventory - 
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LION 


Conrad Jungmann, LION Digital Media 
founding partner 


Publishers can create online 
profile include advertising rates, 
product offerings and company in- 
formation and advertisers can search 
through the website find local me- 
outlets simpler, more effective 
way rather than having large 
media companies out convenience. 

allows advertisers 
seaych for publishers state, county, 
zip code and even political zones. ‘This 
advertisers the opportunity 
target the exact market they are look- 
ing advertise 

When spoke Jungmann, 
said was still beta, but 
has already had big impact for local 

“It’s been received really well,” 
“We've seen big national brands 
come just target local 

Steffens agreed that LION- 
share necessary help local media 

national and regional dollars. 
lot stuff out there helping 
the larger companies, Smaller papers 
have the same scale help 
themselves industry.” 

more information, visit 
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Erin Hahn 


the best piece 
business advice 
ever received? 

‘Thorough “preparation” and pur- 
poseful “silence” can sales 
Sales people are notorious for 
talking client death because they 
are trying throw everything their 
sales portfolio them the hope 
something sticks, One the greatest 
sales managers ever had instilled this 
“prep” and “pause” method and 
still use today for Prepare 
for your meeting writing down 
five questions that you think would 
yield the most insight into the client’s 
Have three your 
portfolio ready present the client 
based your pre-call 
nally, after your finished pitching the 
client... hush! allows the client 
your ideas, apply their busi- 
ness and formulate questions ask. 


Hahn the advertising director 
town, Ky. Hahn has more than years 
print and digital advertising sales 
and sales management Her 
sales career began Daily Cam- 
era Boulder, where she worked 
until she joined Baltimore Sun 
1998, holding various roles sales and 
management during her year 
She served advertising director 
Carroll County Westminster, 

from August 2015, 


posing 


outs bus (The John Hancock ding the background 
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Robert Rosales/Albuquerque Journal 


ducks flies hovers over the Bosque during Albuquerque, 
N.M.’s annual International Fiesta. 


AWAY 


critical thinking 


counterpart?” 


quick answer 
But the better 
should get pass, and there 
indeed limits digital ads 
(sometimes external, more 
that 

American Airlines 
question was bad because 
fundamentally altered the 
editorial judg- 


ment for that day, Not only 
editor, Washington City Paper 
were they forced reduce (Washington, D.C.) 


story but they also 
were severely limited how 
they could display those 
stories, That interferes with 
what readers expect from the 
every day and those 
expectations matter print 
subscribers are paying actual 
money for that 

Newspapers should very, very cautious about piss- 
ing these readers off: loyal and they are serious 
about the news. Unlike years ago, when news organi- 
thought they could pull younger and marginal 
readers and expand their circulation, today’s print read- 
ership will likely only makes absolutely 
sense jeopardize that trust for marginal 
hunch that the heard from lot angry 
readers, 

the flip side, digital readers have generally been 
willing tolerate even high amounts ads because the 
entry price free But even with that audience, 
there are limits. Whether it’s clickbait story galleries like 
ever-increasing load times caused 
serving ads, digital readers are turning blockers, 
those represent threat Sure, this 
Hollywood blockbuster can site takeover, but 
that too many times, how many readers just 
come back or, worse, turn AdBlock Phis? 

departments began calling these front-page mon- 
strosities “innovative ads” when they first rolled But 
nothing innovative about penny wise and 
pound foolish with our readers, 


Prior his current position, 
reporter, editor, 
manager, editor, and critic 

newspapers including the 
Chicago ‘Tribune, Wash- 
ington San Jose 
Mercury News Nashville 
Scene. 


you have question you would like 
see addressed, please send 


“When American Airlines recently appeared printed the 
front page The Los Angeles Times many people were outraged. 
Should front page print ads get pass like their digital homepage 


Advertisers are 
“push the creative 
envelope” with local media, 
whether it’s newspapers, 
broadcast digital. long 
publishers feel line exists 
between content and advertis- 
ing, newspapers should able 
retain their credibility with 
readers, 


the case the recent Stephen Dana, 
nce elopme the Fresno 
ment the front page the 


Los Angeles Times, that line 
clearly exists—even though 
the presentation pushed the 
look the traditional main 
page. ‘The creative delivered 
certain “shock value” for readers who were used seeing 
the typical format the front page. ‘This effect was exact- 
what American Airlines was Having media 
partner like the who willing experiment 
with new ways communicating its message, ultimately 
will strengthen the relationships between the airlines and 
the ‘This flexibility could also lead additional 
opportunities for the newspaper with this advertiser, and 
potentially others, who recognize the value and impact 
these types high-profile print creative. 

Some readers might actually have tougher time distin- 
between the new “native ad” print 
and digital placements versus what saw print from 
the digital sphere, the increase 
smartphone-based consumption content makes the chal- 
lenge for the reader distinguish news from “advertorial” 
stories all the ‘The small screen size often makes 
sponsored “native” headlines and content nearly identical 
those articles generated 

said, newspapers consistently deliver highly-en- 
premium audience for Publishers know, 
order keep that audience, they need continue 
vigilant with new creative placements— despite the pres- 
sures drive revenue, showed that you can find 
that balance and continue deliver high-quality, trusted 
product, 


Dana has spent years 
the newspaper business, with 
media, 


er 
| 
‘ 
‘ 
' 
' 
' 
' 
' 
' 
' 
' 
' 
‘ 
‘ 
' 
‘ 
i 
' 
' 
i 
' 
' 
' 
' 
' 
' 
' 
' 
' 
i 
' 
' 
' 
' 
' 


Marriott 


Austin, Texas 


Building Vibrant 


2016 
Sustainable Future 
Nominate your paper you have The Mega-Conference the premiere 
done any all these things: 
industry event for newspaper executives and the 
service go-to-market approach companies that business with newspapers. 
that substantially changing your Developed jointly the Inland Press Association, Local 
business model. Media Association and the Southern Newspaper Publishers 
Grown digital critical Association, this conference brings together the best thought 
portion your revenue mix. leaders tackling the hottest trends the industry today. 
into new audiences. 
Become less dependent all about revenue and innovation! View the conference 
traditional newspaper advertising. agenda, learn about sponsorship and exhibit opportunities, 
Created culture and register at: www.mega-conference.com. 
Entry form mega-conference.com 
DEADLINE FOR ENTRIES: JAN. January the best rates! 
Media 
association 


Joining together for media solutions LAND 


data page 


Mobile Blocking Rates 
Selected Countries 


total page views, includes smartphones and tablets 


United Kingdom: 


0.1% Netherlands: 0.1% 
Germany: 0.5% 
France: China: 
0.1% 
Spain: 9% 
0.4% 


Source: comScore and 
State 


The Load Times Mobile Ads and 
Editorial Content News Websites 


Seconds load advertising content Seconds load editorial content 


Note: Data averaged from visits each home page iPhone over two days. 


16.9 


Most 
Shared 
Facebook 
Publishers 


August 2015 
Based content published 
only 


5,98'7,525 


NBC.com 


3,602,853 


3,341,246 


3,055,916 


2,946,359 


Diply.com 


Conservativetribune.com 


Source: 


Average Time Spent per Day 
with Major Media U.S. Adults 


(2011-2017) Hrs: mins 


Note: ages time spent 
with each medium includes 
all time spent with that 
medium, 
all internet activities 
desktop and laptop 
computers: 
digital 
Source: eMarketer, 
Mobile 
Radio** 
Print** © 
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nation’s papers operate 
walls, according News 

Publishers opted for 
part, because they wanted emphasize 
the value the content they invest 
Even though one three 
newsroom jobs has been 
expense cutting the last decade, 
newspapers still put more 
tic feet the street than any other 

primary reason publishers 
installed was help offset 

collapse that took 
sales from record billion 2005 
revenue cited this arti- 
cle ave from the Newspaper Association 
data since 1950, the association 
stopped issuing sales reports 
requiring folks like project 
performance subsequent years from 
the financials the publicly 

When publishers launched their 
they hoped attract bazil- 
lions new customers itching pay 
for digital content. Unfortunately, that 
happen, but one example, the 
Gannett Co,, the biggest newspaper 
publisher the land, reported awhile 
back that had acquired fewer than 
60,000 digital-only 
sum equal about two percent the 
average 

Yes, the Wall Street Journal and New 
York Times has about million 
But they are 


Tear 
Down 
That 


Publishers can’t afford 
repel new readers 


who put paywalls their the the typical news site they are mission-critical reading for 
the last few comes from casual visitors, instead the international elites government, 
should declare victory and people navigating directly Newspa- business and academia, whose readers 
down before the barriers for the most part pay with the 
more trouble than they are More that credit put those achievements 
worth, background: perspective, million paid readers 
that paywalls giving away their content for represents puny penetration 
the percent for more than decade, grow- percent the billion Internet users 
last But the continued use years began putting paywalls subs pales against the million sub- 
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| 
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‘ 
: 
= 
| 
| 
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subscribers 

though newspapers failed 
sign significant numbers digital 
subscribers, they usually coupled their 
launches with hefty increases 
the price their print 
case the pain the rate increases, pub- 
lishers gave print readers free access 
content, 

for publishers, most 
print readers accepted the rate 
the collective circula- 
tion climbed almost $11 
billion 2013 slipping bit 
less than $10 billion ‘The extra 
took some the edge the 
revenue But not much, 

Now that publishers have condi- 
producing and delivering the paper, 
they should declare victory and turn 
their attention building robust and 
loyal digital need 


ever more digital readers sustain 
their franchises their superannuated 
print readers—the median reader- 
ship most papers head 
toward the demographic cliff. 

The digital pivot won't happen very 
casual readers encounter 
pop-ups that either block, threaten 
access the content they 
want With much news avail- 
able for free the Web, paywalls are 
inhospitable—especially the 
young consumers coveted publishers 
and their once 
twice paywalls, most incidental 
readers depart and seldom 

much editors and publishers 
believe readers venerate their brands, 
the truth that most the 
typical news site comes from incidental 
readers steered the site via social 
media, search request another 
external source, 

recent study, audience-ana- 


firm called found 
ly) that percent referrals 400 
media sites were from external sources, 
With more people than ever 
Google, Apple and others, 
newspapers the future are bound 
get even more referral than 
they ‘They afford let 
paywalls antagonize the new readers 
they desperately 


Alan Mutter isa 
newspaper 
editor and 
Valley CEO who 
today serves 
adviser 

media and tech- 
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SEC 
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Devil details 


Staying Melo 


was and living New Mex- 
ico when first saw the bumper 


ow 


sticker, can take gun 
when they pry from cold, 
dead hand” pickup 

was when read the news 
about the Sandy Hook School mas- 
sacre cellphone and felt like 
throwing up. 

Not much has changed the posi- 
tions Americans gun ownership 
those You could argue 
the positions changed 200 
this corner, the ardent gun 
rights people who see any attempt 
change the laws the nose under the 
tent that will eventually lead 
the loss their weapons, the op- 
posite corner, people who argue that 
the Second Amendment was written 
ina very different time and place, and 
American needs start controlling 


who can own weapon and what type 
weapon they can own, 

the middle are tens millions 
Americans who want senseless vio- 
lence end, but understand the need 
protect ourselves and our rights, 


This middle ground ready cover 


its ears for the shouting from each 
the And nothing ever 
Politicians change laws the tiniest 
increments, 

Can good journalism play role 
moving this debate along and helping 
end violence with guns? think 
But going take some work 
the journalists overcome the 
skepticism, 

approach the elephant the 
room, People who want change 
gun laws believe journalists are biased 
against gun are 
But worse than Many journal- 


ists tell the difference between 
bullet and 

first job police reporter en- 
sconced basement office the 
police station, read few 
inaccurate stories, Armstrong 
the armory next door walked over, 
leaned against the frame open 
door, cigarette bobbing 
his lip and said, “You know shit 
about guns, you?” After admitted 
days knew more about weapons and 
ammunition than most the news- 
room and became recognized expert. 

job understanding the subject and 
reporting the positions, Fortunately, 
the Poynter Institute 
wrote very good 2012 that 
offers some the basics guns and 
ammunition 
fine place 

always emotional stories, jour- 
nalists have put their opinions aside 
and focus fairness and accurate 

journalists need concen- 
trate adding more light than heat 
the the argu- 
ment with facts and turn down the 


“Gun Wars” has done splendid job 


charts and facts boxes. Most impres- 
sive are the sidebars that list decisions 
and data ‘The amount 
work this project astounding. 

News one those cooperative 
projects that few organizations can 
afford put these days. 

backed half-dozen founda- 
tions and individuals, and this project 
was led Jacqueline Petchel, the 
News executive editor who was 
part Pulitzer-winning team the 
Miami Herald and Leonard 
Downie the former 
editor the Washington Post. 
website, put together college 
students universities, robust 
reporting that—in mind—treated 


the subject with disinterest and 
are dozens databases and 
videos with surprising statistics and 
stories that challenge your 

instance: 
More people are killed partners 
with guns than criminals they 
not the margin differ- 
ence 
Suicide gun accounts for nearly 
20,000 deaths per year, but barely 
registers news story, 
Seven are shot death 
America every Four are 
children die suicide, are 
usually seventh dies from 

impressive part this report 
the disinterested reporting, head- 
line writing and editing. difficult 
find the inflammatory buzzwords 
that populate the debate America 


today. most reporting, however, 
that’s what journalists 
toward the NRA spokesman with the 
most hyperbolic quote, the crying 
mother who has lost her 
people make for great but they 
nothing but send the sides their 
corners and leave the middle with 
little information which act. 

hope for 

Good journalism can change be- 
havior and save ‘There parallel 
offered reporting about tobacco 
1965, nearly half the adults 
that number about percent. 
Millions lives have been saved 
good, evidence-based reporting the 
health dangers smoking tobacco, 
this day, the tobacco industry still 
tries influence media and normal- 
ize tobacco use habit with 
little But there too 


much fact-based reporting allow 
news media, 

free country, right? You always 
hear that. But the job the journalist 
accurately report the con- 
down the volume and stay 
the facts, Americans can make good 
decisions, 


Tim Gallagher 
president 20/20 
Network, 
and 
communications 
editor and publisher 
Albuquerque ‘Tribune the Ven- 
tura County Star newspapers, Reach 
him tim@ 
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digital 


onsidering most media 
companies intend their 
websites serve large 
audience readers, it’s 
surprising that we're the dawn 
2016 and still dealing with issues like 
bad design, difficult readability and 
frustrating lack usability. 

Unfortunate is, news orga- 
nizations have become synonymous 
with bad Web design. Most news 
stations have templates filled with 
more than Geocities web- 
site Newspapers don't 
much better, packing their stories with 
many callbacks, videos and related 
links that times seems they want 
readers anywhere except the story 
chosen 

even worse mobile, where 
screen leads diminishing 
return, causing publishers 
load their pages with pop-ups, fly-outs 
and video ads that often inhibit the 
readers ability consume story. 

today think our pages and 
our experience have such close 


When comes 
newspaper websites, 
simpler better 


Rob 


cage print,” said Mare Lavallee, the 
editor interactive news The New 
York Times. this tendency just 
Lost the great chase 
words like “engagement” the core 
mission all media companies (and 
the hoards storytellers they em- 
ploy): How get readers retain 


the knowledge learned from 
reading their stories, 

his day job the 
Post, product manager Alex 
ington works with team develop 
everything from interactive 
and quizzes for the 
But Remington, who prior 
his job the Post earned 
degree public policy 
Kennedy School, took advantage 
fellowship from the Donald Reyn- 
olds Journalism Institute study how 
news organizations can design stories 
create more memorable experi- 
among their readers, 

Remington, with the help Uni- 
versity Missouri School Journalism 
professor Paul designed study 
offer scientific evidence how publishers 

tailor their content truly engage 
their Basically, Remington took 
news readers, hooked them 
and showed them four stories 
mobile, desktop and 
clean, “brain friendly” templates, and 
some “brain unfriendly” 


com 


| 


And what did Remington discover? 

“Not surprisingly, discovered 
cleaner design better and readers 
the study did was validate the 
all already have.” 

practical takeaway readers 
thought the “brain friendly” version 
the stories were more interesting, 
were easier read and made them 
want find out more about the 
According Remington, this con- 
crete empirical evidence something 
designers have been telling their 
bosses for 
stories engagement with 
readers, 

study points three 
main changes that developers me- 
companies can make signifi- 
cantly improve experience 
their website: 


the text the story into 
shorter paragraphs. 
Highlight important story faces and 
Offer stories clean, uncluttered 
Web pages. 

“By making these small changes, 
organizations can help their readers 


more engaged and more informed,” 


Remington said, noting that also 
increases the likelihood revisit 
website satisfied with again 
and 

why are many news websites 
dragging their feet when comes 
adapting simpler Web template? 

According Remington, large 
part the problem the fact that 
digital design not evolved print 
design, which offers the ability 
communicate many different levels 
context and rely heavily 
templates, 


many ways geared toward 
the reader understand very quickly, 
even the inverted pyramid,” 
Heather Billings, designer and 
developer the Chicago Tribune, told 
“But that neces- 
sarily translate online.” 

But the biggest obstacle designers 
face simplifying their story pages 
Remington himself 
admits, most news organizations 
there clash priorities when 
comes 

“One priority obviously tell sto- 
ries, and that’s something that we've 
done for time and have 
good instinct,” said Remington, “On 
the other hand, conscious the 
imperative build viable business 
around storytelling.” 

digital publishing continued page 


Single source content publishing channels: web, print, 
social media, apps. 


Entirely browser based editorial CMS with 
need for desktop hardware 


Integrated archive, layout tool, text editor, and 
engine reduces third party software 


can submit stones and assets from any real 


Libercus 


Providing right tools for and 


create and manage 
production workflow effectively 


significant chalienge 
some might say respon- 
Ation keep the trains 
running time, our dead- 
line Advertising can sell 
all the ads necessary for productive 
commercial printing can 
bring job job; circulation can 
increase rack sales; and editorial 


produce some the riveting and 
informational stories our coverage 
area, but production get the job 
done every time, time, all fail 

deadlines and living 
our responsibilities production does 
not happen luck. order meet 
the demands for on-time delivery, 
need have plan and execute 


_BY JERRY 


product moves through the production 
processes, necessary for each depart- 
ment hit their 


predictable scheduling 
key structured workflow; the 
two Each area the 
operation has its responsibili- 
ties and the next department relies 
the previous area meet subsequent 

several analogies you 

equate with successful (or failed) 
workflow, One prefer use the 
process When all the tiles 
are line and correctly placed, the 
process begins and each domino falls 
predictable fashion; the next tile 
can always rely the previous one 
and the process flows flawlessly until 
that one starter push completes the 
process. Good planning, statically 
implemented, relying the previous 
area; But, one single domino 
out place and the entire process 

Sounds like production work- 
flow me! 

One way successfully implement 
schedule properly and then hold each 
area responsible meet their goals, 
Pretty simple, right? was, all 
would hitting every deadline all 
day long, but Many the 
“derailments” are before production 
even gets its hands things. Late 
ads, waiting customer proofs, late 
breaking stories, computer system 
glitches, ineflicient coworkers— the list 
goes Much we'd like be, it’s 
simply never perfect. 


Road Map Hitting 
Your Deadlines 
with all these challenges how 
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Production/Operations Department 


Master Schedule 
Week 10/19/15 
(School 
Mobile Reporter 


Mountain 


ever hit deadline? plan well 
and execute even 

key areas have found benefi- 
cial production scheduling are: 
Create detailed schedule for each 
and every job: in-house, intercompany 
and 
Provide clearly defined/detailed 
personnel work schedule. 


echtorandpublishercom 


FIGURE 


Kstablish well-structured delivery/ 
distribution 

start, the schedule would 
include everything going press, 
listed day, job, ete. 

the basis the plan, de- 
tailing the workflow throughout the 
primary areas production: prepress/ 
page output, plate/press, and mail- 


The order which this process 
its overall success, reservations, 
print orders, insertion orders, special 
sections, delivery requests and com- 
mercial work flows throughout the 
week, keep written record each 
job. Midweek, previous the week 
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Production/Operations Department 
Delivery Schedule On-Site 


Week 10/19/15 


On-Site 
Times 


£00 om 
am 
00 gin 
440 am 
S00 am 
“80 am 
am 
am 


am 


£00 am 
am 
1200 am 
10.30 an 
am 
1000 pin 
i280 pm 


pin 


Journal 
Mike 


Mike 
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Mountain 
Brian 


Mike 
Sentinel 
Perris News 
Mike Mike 
Pick-Up 
Gloss Covers 
Historical 
Journal 
John 


Star 
Mike 


Mike 
Tidbits 
Mike 
Winter Update 
Reporter 
Mike 


scheduling for, sit down and or- 
jobs according the required 
time 

this point the old style paper 
piles and pushpins can work Un- 
til you have every job front 
you, there can many changes 
I've found that while entering them 
time may seem like great organiza- 
tion, just makes for additional work 
when you have jobs around 
later the cycle. 

you probably know now, 
production department that works 
backwards when Starting 
with when you have each 
product then planning your workflow 
backward from that Now the 
planning can begin, 

Many newspapers have moved 
one standard Web width; 
opinion, this mixed blessing. 
Sure you have much more 
tic operation, much more straight 
forward, but you've also lost the abil- 
ity land varied Web commercial 
work and the opportunity provide 
the organization with necessary 
mix products increase reve- 
this trying revenue climate 
need every product can offer 
advertising and editorial make 

But again digress. schedule 
for most presents varied prod- 
uct types, varied Web widths, varied 
paper stock and can downright 
demanding putting together the pieces 
the puzzle. 

After you establish the goal the 
backend meet acceptable finish 
time, try group similar Web sizes, 
color configurations, formats, and pa- 
per stocks order make the output 
and printing process seamless and 

guideline, roadmap the 
starting point and the process (work- 
flow) plan reach your final destina- 
tion, not meant the all-in- 


clusive document; there should 
back-up work orders job jackets for 
cach job with details related 

Progressing along day day, 
place job its respective order 
based when needs complete 
the Inchide “estimated” run 
count (final count should work 
order provided press), Web width, 
paper stock, format (again, try keep 
many these grouped possible 
maximize You can use 
few spaces the schedule for what- 
ever specific your operation and 
your needs, throw and trim 
products, products that are scheduled 
inserted and/or mailed, 


From Planning 
Final Delivery 

Now comes critical point the 
process, planning the workflow from 
customer files through final delivery. 

Obviously you need plan this out 
well all else Allow enough time 
for cach part the production 
but schedule tight eflicient 
possible, realistic, yet keep 
mind that time money and well 
ran production department can 
and the bottom will tell you that 
whoever said “things always 
planned” was right, but without 
plan poor results are inevitable, 
ready roll with the punches, Plan 
well, improvise better, Run the best 
department you can with the hand 
exactly planned need 
production directors, 

process starts when receive 
from the “customer.” custom- 
can internal (your prepress area), 
external work 
you and ready go) 
commercial/outside work, one 
item can often the most challeng- 
ing. You can plan workflow finite 
but you can only control 
degree when “customer” will 


frustrating parts the production 
cycle, but it’s often unavoidable and 
how react and adjust the chal- 
lenge the true mark well-run 
department. 

Once receive files becomes 
internal process that better plan 
well allowing enough time for 
checking files, preflighting, correct- 
ing rich black color issues, checking 


Plan when you expect 
plates start locking-up press, 


and allow time for rolling 
and having “first-good” 

hate keep being the voice 
reality, but going have Web 
breaks, press issues and challenges; 
again, how you react these 
challenges that will spell success for 
the overall 

Next allow realistic time for the 
Different jobs run 
ent speeds and efficiencies, Get han- 
dle how long takes for particu- 
lar set-up and schedule accordingly. 

Mailroom processes can vary great- 
ly. Often they can begin immediately 
with first-good off press, other times 
the mailroom may need wait while 
they complete previous Like 
the areas before them, measure the 
time taken for each process and plan 
accordingly. ‘The key provide solid 
guidance and set realistic yet challeng- 

Workflow isn’t just about processes, 
also about many shops, 
individuals work established 
well-organized operation, with 
scheduled the work, not the 
other way around, might not 
popular with some, but 
sary compete and maximize 
the shops I've ran, make 
every effort provide somewhat 
predictable work schedule, yet ev- 
knows they are going come 
and depending job volume and 
deadline requirements, Flexibility 
necessary the compa- 


ny’s overall success. 

shop small operation, probably 
your largest expense will 
you schedule your resources can 
make break the 

uling your people around the 
there work certain time, there 
ton work than you certain- 

it’s extremely important 
get the work out on-time, but also 
important aware that every bit 
overtime and unproductive time 
costs the company money that tied 
directly continued em- 
ployment. Schedule like you would 
you were paying everyone out your 
personal will make you 
think hard about how many people 
you have working cach job and 
the time allocated each production 
process, 

‘The final step the workflow 
“delivery,” which can mean many 
things: delivery large mail house, 
bundles carriers, the post 

commercial customer, your 
inserting equipment, final step 
the process where all should 
have started (confusing, right?) and 
you've executed well, where you can 
celebrate well-planned success. 

some our busier weeks 
may run three delivery vehicles daily 
get the job slower weeks 
(such the one shown Figure 
Two), schedule ap- 
propriately and possible use that 
resource elsewhere the operation, 
Scheduling jobs deliver time 
large trucks SUVs have deliv- 
schools, large mail houses, 
print customers, ete, Olen map 
out routes that allow piggyback 
several jobs one truck and achieve 
on-time delivery with the least amount 
driving and most use 


general manager 


Publishing Company, Inc 


What has been your 
greatest challenge and 
how did you overcome it? 
Our greatest challenge has been 
stay abreast the color requirements 
our own weekly and monthly 
publications well the hundreds 
commercial accounts support 
over three shifts five-and-a-half days 
Over the last few months, 
had integrate new color tower 
into our line which acquired from 
another commercial printer who 
was exiting the business. Handling 
this entire purchase, transport and 
installation with in-house 
resources presented quite few 
challenges, but are now integrated 
and have added more pages full 
color for ourselves and for our large 
commercial base 


Where you see the 
future print production? 

see continued demand for better 
and more color shorter runs 
papers more tightly define their au- 
and attempt reduce costs 


with targeted results for 

see chance that the “printed 
word” going away due electronic 
delivery many the markets 
serve, and our industry should hope 
see the same longevity that radio 
has had when was supposed 
kill them when was the “emerging 
game changer” like the Internet has 
been for newspapers. also see con- 
tinued requirements stronger con- 
sultative and collaborative relation- 
ships between the “printer” side 
the business and the “publisher” side 
the has been espe- 
cially true our niche short run 
commercial print products, where 
have worked hard foster, support 
and make partnership relationship 
work offering non-print services 
“relationship binders” that include 
consulting circulation, sales and 
all aspects running publication 

key part the print package with 
our clients set apart from other 
commercial-only printers, 


What printing technologies 


labor and fuel. ever driven 
freeway Southern California 
(where currently located) you 
know that scheduling any delivery 

challenging, yet with excellent 
planning seem get done, 
you deliver product your customers, 
put the same amount effort into 
this step you have throughout the 
previous processes, shame hit 
all your objectives the front-end, 
just end late the customer 
not planning deliveries 

quick note regarding the spread- 


sheets developed for workflow and 
scheduling. are individual 
tailed tabs the foot that roll 
into the When the 
tion schedule put into the master, 
schedules are also automat- 
ically broken out for each area. 
personnel/work schedule developed 
opposite manner, cach 
individual and their hours within their 
and scheduling them 
around the work, then this informa- 
tion automatically into the 
master work schedule for that week. 


a 


are you most excited about? 
look for and offer 
small add value programs that 
our print clients can deliver their 
potential advertisers well our 
providing insert/preprint full service 
programs from printing pricing 
schemes that can assist those publica- 
tions with revenue growth, Addition- 
ally, ave following full color, 
short run technology that can inte- 
grated into our offerings that allows for 
ings the numerous communities 
know out there that would produce 
printed voice low cost 
short delivery method was there 
seek out potential vendor partnerships 
providing on-demand, digital short 
run print offerings where can front 
the sales and support efforts locally, but 
bring these services our clients with 
and through who have alveady 
invested there, 


Robert Munford the general manager 
Pacific Publishing Company, 

Seattle, has worked the 

newspaper for years 

advertising marketing and op- 

vice president and now general 


happy share any spreadsheets, 
ideas advice with anyone need, 

the most important part 
not how the spreadsheet 
the thought and effort put into making 
sure you've made the best use 
available time and 


Jerry the manager 
Publishing Yueca Valley, 
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costs are reduced. on-budget, surprises. Sound good? 
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FUTURE 
FOCUS 


TOSTAY AHEAD, 


NEWSPAPERS MUST 


CULTIVATE TECHNOLOGY 
AND READERS TOGETHER 


WEB DISRUPTED PRINT. MOBILE 
disrupted the Dominant so- 
cial media and tech platforms are 
threatening the very idea media 
access free content eroded 
subscription And now 
the last big source money supporting journalism 
threatened, the concept advertising itself 

common thread through almost every major 
upheaval publishers have faced over the past ‘The 
transformation was not primarily change from 
paper but fundamental shift power from 
brands individuals. 

2008, Craigslist helped people find what they were look- 
ing for and sell want, better and less expensively 
than newspaper And classifieds vanished. 

2015, the recommendation friend social 
media, search engines and smart recommendation algo- 
rithms point them the goods and services they need, 
why they install blocker avoid the 
barrage publishers’ increasingly desperate and intrusive 
ads? 

2020, one thing certain: technology will have 
exponentially advanced that empowerment the individ- 
Media outlets who did not focus user experience, 
customer service and relationships will 
left behind. 


andpublishercom 
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ILLUSTRATION 
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The Audience 

Your Lifeline 

has 
moved from 

lasting focus many 
newsrooms, But the publishers 
the other side the building are 
running departments with 
outsourced customer service that can 
barely fulfill simple 
request answer question, 
presenting websites that are slow, 
laden with intrusive and deceptive 
And their strategy for reader revenue 
which barely anyone pays for 
tal-only access. ‘The traditional print 
readers who cancel get rate 
increase but never log for access 
beyond the paywall, 

are taking their audience and 
their community for granted, 
not showing them the respect they 
deserve,” said Robert 
professor the Annenberg Schooi 
Journalism the University South- 
better way. ave other ways.” 

industry urgently needs inno- 
vation advertising, Hernandez said, 
and that will require getting past “elit- 
ist church and state” 
and editorial staff (and developers, 
and designers) need sit down and 
talk about serve the 
needs through both advertising and 


When done right, 
you're helping said, and 
tricking people through advertisements 
that look like articles but labeled 
transparently doing right. 

said the advertising side needs 
developers, “creative storytellers” and 
user experience 

And similar newsroom 
sales reps need develop relation- 
ships with the communities adver- 
trying reach, not just the 

Are publishers really serving their 
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advertiser well when their answer make the bigger, 
take over the home page, move the around the page it’s hard avoid, 
make the “close” button really hard find? 

betray that relationship with the person who coming for infor- 
the message, Hernandez said, and the rise blocking technology 
symptom how bad are with our design and our customer 

think know coming: Readers shifting mobile, growing expecta- 
for video, selling, non-display revenue, deeper engagement 
with audiences significantly improved multi-media display produce in- 
creased loyalty,” said Benoit, publisher the Bangor (Maine) Daily 
think the shift can seen the growth native content, 
which five years from now will look like crude form deeper audience en- 
and will move the industry away from display and toward information 
services, Social platforms ave already well down this road, and newspapers will 
Membership one way express this, but the key will using data 
accurately deliver information readers and consumers the right 
point their journey through topic, product service.” 

Damon Kiesow, head mobile initiatives newspapers’ interac- 
tive division, said, really comes down focusing the audience.” 

expectations ave being set hundred thousand other media 
experiences they have daily basis,” continued, “and the non-news experi- 
ences they consume the same devices.” 

“Crappy user experiences cannot 
change fast enough,” said Steve Butt- 
ry, former head editorial innovation 
Digital First Media who now over- 


“Print customer service 


FOCUSING THE deliver paper for customer who 
get one. Websites load slowly 

AUDIENCE.” block the reader from the story she 

John Robinson, former editor 
the News Record Greensboro, 
said wishes had learned 
more from “the Amazons and the Googles and the eBays” when was leading 
“to that the real value customers was being reliable, 
quick and delivering relevant results.” 

“Newspapers continue have terrible customer service problems, 
continue cover things that readers really want need,” 

(And) hearing reader say, your site because too much trouble,’ 

have stronger relationship with news organization, they are 
more likely pay for that relationship,” said “More important (because 
other sources revenue are more important than subscriptions), news 
develops strong relations with the community through effective 
people will spend more attention the existing (and new) 
ucts, Wherever are headed with content revenue the attention 
relationships that develop from effective engagement will the foundation 
upon which build our 
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Hernandez, Annenberg 
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soon, perhaps, 
beyond the Paywall 1.0 concept 
“pay keep toward more 
public 

And which would rather have? 
who cherish your product and the 
experience your brand much they 
voluntarily give you money and proud- 
put bumper stickers their cars? 
someone who hates your paywall, 
installed blocker because your 
website and would rather the 
dentist than call customer service? 

Melody Kramer, 2015 Nieman 
fellow who studied new 
for media member- 
ships, sees Opportunity for newspa- 
pers, especially can look beyond 
short-term cash 

think there are opportunities for 
publications create com- 
believe there are 
create and inspire people 
through in-kind dona- 
which may save the publication 
money,” she 

Kramer suggests readers 
line story comments, and 
and archival 
that could the product, save 
the expense time and build 
readers who feel like 
they are the effort rather than 


just customers, 


And membership programs show 
more than paywalls, perhaps, 
information about who 
your audience and what 

think badly needed role 
that applies equally content and 
bers who spend their time looking 
counters, surveys, and 
fulfilling different from 
taking action based oceasional 


th) 


THE CULTURE. IT’S THE BOSS. IT’S NOT 


ALL ABOUT MONEY.” 


marketing surveys, day- 
to-day process that allows the newspa- 
per respond quickly audience 
interests, 

think this role audience 
and it’s very service 
more about school bud- 
audience manager gathers, 
analyzes and presents 
the information the most useful 
way Maybe they add original 
reporting, maybe Does adver- 
client need support analyzing 
the their purchase funnel? 


Contestant Manager™ Benefits: 


ran 


DECEMBER 


| rear 


Learn more about BetterBNC® and its powerful 
user features like Contestant which 
gives you full control allowing you create 
employee accounts then monitor and manage 
entries representing your publication. 


Monitor activi 
employee entr 
and easy use 


need have someone staff who 
can walk through with the and 
identify opportunities.” 


Finding the Future 

and serving cus- 
tomers. Reaching millennials and the 
that will come after them 
will require different thinking. 

“Their experience news 
fundamentally different than their el- 
dest counterparts,” said Jesse Holcomb 
Pew Research Center, “Whether pub- 


remove access 
members 


manage 


but whole lot 


lishers and editors can reinvent news 
for new generation, that may very 
well involve going back square one 
and questioning all assumptions 
about the news norms and routines that 
have been established and 
for 

“We these blinders about what 
news and how create and what 
should look like and what means 
the community, not covering 
that we're not covering their lives, 
and we're becoming increasingly distant 
relevance for them,” 
problem. second step start 
talking your audience, and not just 
people who are your current audience, 
And what we're doing 
risking the entirety our new potential 
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big challenge for tech 
and digital startups who establishing 
elephant the room 
for legacy media 
workforce beleaguered years 
raises, benefit cuts, furloughs, industry 
turmoil head trash and the ever-loom- 
ing threat and 
“Businesses have abandoned the 
implicit compact with employees 
that said: hard, Excel 
we'll prosper, ‘Today, work 
and high performance may 
Media delude themselves they 
think they can operate this way and 
still enjoy the loyalty staff,” said 
Geisler, professor Loyola Univer- 
sity and author the book, “Work 
What Great Bosses 
Geisler said that most newspaper 
ces aren “loyal the com- 


pany, but rather journalism and 
their immediate 
those managers are And the 
managers who are good reducing 
“the inevitable stress that comes from 
like trapeze artists flying non- 
stop without net,” those who focus 
the “human side” management: 
“communication, conflict 
collaboration and motivation,” should 

“Companies and managers are 
craft,” Hernandez said, and it’s 
squandered workforce that would 
happy give their all for low pay 
because they feel higher 
the culture, the boss, not all 
about money.” 

believes it’s time “let digital 
people lead,” and motivate rank- 
and-file employees giving them the 
room experiment and innovate and 


platform for digital 


roadcast 


journalism the front end, and han- 


the safe place fail along the way. 

“The Washington Post has breath 
fresh air right now because has 
owner who comes from digital cul- 
and iterate,” Hernandez 

“You've been fantastic running 
print but not qualified 
run digital,” the tough message 
believes some publishers and 
directors need 

could back with magic 
wand, starting 1990, 1992, 
every time you lay off two copy editors, 
you should hire one developer,” Kie- 
sow “We're really understaffed 
some organizations, especially the 
local level, people who can data 


dle the back end stuff with making the 
CMS serve the newsroom and journal- 
ism, and create new workflows 
video, 
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‘TAYLOR SWIFT MADE CONVERSION FROM COUNTRY POP 
music, Can digital printing, likewise, expect achieve its crossover moment 
2016, shifting from technology primarily serving niche the commercial 
print industry broader use among newspaper publishers? 


Press vendors KBA and manroland, 
both having developed disparate 
tions associated with digital printing, 
have been trying gain traction 
the newspaper market for several 
While had some suc- 
cesses with short-run, 
on-demand book and industrial print 
applications— neither has managed 
yet place their digital equipment 
with newspaper publisher printer 
the continental United 

into newspaper environment 
yet,” said Bruce Richardson, national 
sales manager for KBA, regarding that 
company’s digital print “We're 
working company has 
sold two digital machines abroad 
hon-newspaper 

story similar for 
“Until now, sold any our 
systems the U.S, for that applica- 
tion,” said Ron Sams, vice president 
sales, regarding the FoldLine, 
digital finishing 
targeted newspapers, 

the company has 
Gannett for its use 
News (in Guam) will printed with 
Kodak Prosper 5000 and 
finishing system,” Sams 
equipment will installed during 
“the first second quarter next 
company has sold digital 
finishing systems abroad, mostly 
customers, 

But nothing like local 
success story use proof con- 
cept, and Sams and Richardson refer 
examples Boston and Chicago, 
respectively, where digital printing has 

small foothold the newspa- 


per sector, albeit using systems their 
companies did not provide. Bos- 
ton Globe, for example, recently began 
using digital inkjet print heads from 
Kodak, integrated into its offset press 
lines, run variable data advertis- 
ing campaign for local grocery chain, 
LLC, commercial printer 

Chicago, running two digital 
print lines from press vendor 
produce and intermediate-run 


wings 
DIGITAL PRINT AWAITS 
ITS CROSSOVER 
MOMENT INTO THE 


U.S. NEWSPAPER 
PUBLISHING MARKET 


daily and weekly newspapers, 
initiative launched 2012 and has 
been ramping ever Both are 
first-of-a-kind case studies that could 
show the way forward for the 
ful use digital printing technology 


RON SAMS, MANROLAND VICE 
PRESIDENT SALES 


| 


KBA 


“THEY KNOW HOW MANY 
PEOPLE ARE COMING THE 
WEBSITE. ALLOWS THEM 

PICK DEMOGRAPHIC 
INFORMATION PEOPLE WHO 
ACTUALLY READ THE NEWSPAPER 
AND ACTED THEIR CODE.” 


MANROLAND RECENTLY SOLD FOLDLINE THE PACIFIC 
DAILY NEWS 


essentially, enables customized messaging 


THE BOSTON EXAMPLE 


According Richard Masotta, vice president operations 
for the Boston Globe, the paper put pair Kodak Prosper 
digital print heads practical use mid-October—a 
little less than year after the first unit was installed one 
the existing offset press lines and testing 

“We were trying get some traction with the de- 
partment,” said, “Just recently were able score 

idea behind integrating digital print head into 
existing offset press line that adds the ability provide 
variable data one side single Web newsprint, with- 
out sacrificing press digital print heads being 
employed Boston can print four-inch wide band 
information, running the direction that the Web run- 
ning press, Essentially, enables customized messaging 
inches deep across mating pages tabloid product. 

limiting factor till now it’s been one color,” 
Sams said, “But still, that’s very powerful when you think 
about the possibilities with variable data, targeting special- 

application, the case, involved leaving 
space the black plate color display for its grocery 
that the digital print head could deliver 
unique code every printed and newspaper 
the code,” Masotta explained, and specific of- 
fer for each code, anywhere from off your grocery order 
$25 $75 purchase.” 

approach provides added value advertisers trying 
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assess the effectiveness their 
print advertising dollar and distin- 

gives direct access data for 
return investment for them,” 
Masotta know how many 
people are coming the 
allows them pick demographic 
information people who actually 
read the newspaper and acted 
their gives them the ability 
change the offers the fly (and) 
got unlimited 
we're poing try continue make 
newspapers more relevant, and this 
just another way.” 

model has had some success 
abroad, and Asia, noted, 
“but United States paper has tried 
it, thought we'd give shot. 

looks like it’s going work pretty 
weil.” grocery advertiser 
has three more ads coming, 
more than toe the water.” 

now, the digital printing 
capabilities limited the Web 
configurations available the two 
press lines 
uses print the main sections the 
paper—each line having one digital 
print head positioned “on one the 
towers just before the folder,” accord- 
ing Masotta. paper, however, 
building new production facility 


GREEN 
SHOOT 


MEDIA 


create content that 
gets the results you 


NEW SECTIONS 


single-wide, double-round press lines 
that will provide more flexibility 
where variable data may integrated 
into the paper. 

Individualizing content targeted 
address and recipient anoth- 
goal for the paper, Masotta said. 
“We're working taking one these 
(digital) heads our inserters for our 
putting your address (the direct 
mail preprint jacket) because it’s 
delivered the post office. So, long 
know who you are and (as long as) 
we're distributing sub-zip level, 

could give you (specialized) offer 
with your name 

don't know how many (digital 
print) heads we'll end with,” Ma- 
sotta “Kodak has been very 
good about agreeing sort lend/ 
lease-to-buy option, which (allows 
to) get out there and work with 
the sales department and get some 
customers—obviously larger goal. 
see how takes and see what 


YEARS 
CHRYSLER 


THE CHICAGO EXAMPLE FINANCIAL PLANNING 


Meanwhile, Chicago, Rodd Win- 
scott, president and general manager 
has gone all-in digital 
printing, using very different busi- 
ness model, Essentially, has posi- 
tioned the company commercial 
print site for national and internation- 
papers (among other that 
want produce short-run editions 
their papers for distribution the 
Chicago market. 

Key doing that was his invest- 
ment 2012 the first two 
digital printing “We 
saw Drupa,” Winscott “We 
felt that our time had arrived and the 
press time had arrived, 
kind put package together, 
and September 2012, had 
running our location Chicago.” 

‘the JetLeader, like 
RotaJET and solutions Kodak and 


SENIOR LIVING 2016 


Samples pricing 


GreenShootMedia.com 


256-275-4333 


sales@greenshootmedia.com 
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YEARS CHRYSLER 
on 


that manroland markets with 
stand-alone digital Web press that can 
print variable data every page full 
color, the digital press lines 
paper, four-color throughout, 
five sections, 

something that even our 
offset equipment, which reasonably 


RODD WINSCOTT, TOPWEB PRESIDENT AND 
GENERAL MANAGER 


ARE 
SPECIAL ELECTRICAL 
REQUIREMENTS. 

AUG. 2012, AND 
RUNNING SAVABLE 
COPIES.” 


expensive, do, Not one press pass,” Winscott said, 

advantages these systems over offset, aside from their ability pro- 
duce variable data newspapers, near-instant changeover from one edition 
one print job the next, with setup, plates hang press, and virtually 
‘The systems are also more compact than offset 

“We have two presses and full complement peripheral devices 
are special foundations. ‘There are special clectrical requirements. 
It’s good out the crate.” 

minimal requirements make for quick installation and go-live, “We 
Winscott 

niche for this kind equipment, though, newspaper printers and 
publishers with high short-run, quick-changeover print work, ‘The 
savings the elimination plates, waste and setup labor, all which 
much higher (by percentage) with shorter 

“Ifyou have lot volume the 3,000 6,000 7,000 range,” 
Richardson said, good fit for these dedicated digital print sys- 
tems, “but you need have the have just two three 
newspapers with that kind circulation, buying whole lot machine 
for not lot work.” 

‘The target circulation for any newspaper printing digital presses 
“anywhere from 100 copies 9,000 copies, depending the 
number pages,” Winscott said, “We're currently printing five different daily 
(the just started printing the Post for the 
Chicago 

factor obviously speed,” Winscott “Speed funny thing 
with digital because you're working all from one roll paper, the number 
pages that what determines how many copies 
going get per hour.” His which run about 500 linear feet per 
minute, produce yield 7,400 copies per hour for but slow 
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1,000 copies per hour for 60-page, 
the number pages, the slower the 

balances out its commercial 
print capabilities with traditional off- 
set printing equipment—four towers 
Goss Community and four towers 
Goss Universal 75. Longer print jobs 
run those presses instead the 

“We've tried position ourselves 
can produce the smallest the 
largest quantity,” Winscott 

noted, however, that he’s 
seeing growth the short-run seg- 
ment his business for which the 
JetLeaders were “We are 
working with some other national 
newspapers” quotes for their 
Chicago “We have interest 
from couple newspapers, 


VOICE MEDIA GROUP 
HAS SOLD 


VILLAGE VOICE 


weekly distribution 


this 


BLACK WALNUT HOLDINGS LLC 


are pleased have represented Voice Media 


setup much higher with shorter runs. 


and papers Great Britain,” “So, we're finally seeing that the market 
starting become receptive what felt was good, valuable service 
that could provide.” 


QUICK EVOLUTION 


Digital printing technology state flux that Winscott compared 
recent leaps the cell phone industry. 

believe it’s technology that going become more and more dominant 
our industry,” “As technology improves the presses, it’s going have 
significant impact. It’s going lower the cost entry.” 

‘The digital press manufacturers are all chasing—or have achieved—speeds 
high 1,000 linear feet per minute their newest models, 

increasing their Web adding different flexibilities 
that they didn’t have five years ago,” including variable that make the 
machines more flexible for different newspaper think 
going just like cell phone All sudden, you went from 
flip phone smartphone, whereas (publishers) went from letterpress flexo 
offset over period years.” 

Meanwhile, figuring out how monetize digital printing every bit 
important achieving tipping point the advancements the technology. 
“You've just got think outside the box about how this can marketed,” Ma- 
sotta “It’s got some tremendous potential.” 
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>KPCC/Southern California Public Radio won EPPY this year for 
Best News Website with under million unique monthly visitors. 


BEST NEWS WEBSITE WITH MILLION 
UNIQUE MONTHLY VISITORS AND OVER 


MILLION UNIQUE MONTHLY VISITORS 
Southern California Public Radio 


BEST DAILY NEWSPAPER WEBSITE WITH 
MILLION UNIQUE MONTHLY VISITORS AND OVER 


The Globe and Mail 


BEST DAILY NEWSPAPER WEBSITE WITH 
UNDER MILLION UNIQUE MONTHLY VISITORS 

Santa Rosa Press 


Toronto’s and Mail won five EPPYs this year including one for 
Best Daily Newspaper Website with million unique monthly visitors 
and over. Pictured are (front row, left right) Rasha Mourtada, senior 
features digital editor; Angela Pacienza, executive producer, video; 
Laura Blenkinsop, multimedia editor; Jim Sheppard, executive 
editor, globeandmail.com; Sarah Nolan, digital news planner (back 
row, left right) Matt Frehner, senior editor, mobile and interactive 
news; Darcy Keith, investment editor; Josh Hargreaves, social media 
team; Kevin Siu, editorial head digital; Sonali Verma; senior editor, 
audience engagement. 


BEST WEEKLY NON-DAILY NEWSPAPER 
WEBSITE WITH UNDER MILLION 
UNIQUE MONTHLY VISITORS 


VCGaS Wee 


Greenspun Media Group 


The Boston Globe 

BEST NEWS WEBSITE UNDER 


BEST BUSINESS/FINANCE WEBSITE WITH 


MILLION UNIQUE MONTHLY VISITORS AND 


Wall Street dournal 
Dow Jones and Co, 


BEST BUSINESS/FINANCE WEBSITE WITH UNDER 
TMILLION UNIQUE 


Orlando Sentinel Media 


BEST SPORTS WEBSITE WITH MILLION 
UNIQUE MONTHLY VISITORS AND OVER 


Globe 


The Boston Globe 


BEST SPORTS WEBSITE WITH UNDER 
MILLION UNIQUE MONTHLY 


MSG Varsity 


BEST SPANISH-LANGUAGE NEWSPAPER 
WEBSITE WITH MILLION UNIQUE 
MONTHLY VISITORS AND OVER (TIE) 


} 


Artear 
BEST FEATURE 


VISITORS AND OVER 


Years 
ESPN Digital Print Media 


COLLABORATIVE INVESTIGATIVE/ 


Press Democrat was 
awarded with EPPY 
this year for Best Daily 
Newspaper Website with 
under million unique 
monthly visitors. 


BEST INVESTIGATIVE/ENTERPRISE 
FEATURE WEBSITE WITH UNDER 
MILLION UNIQUE MONTHLY VISITORS 
Matt Goerzen 

Sun 


BEST COLLABORATIVE INVESTIGATIVE/ 
ENTERPRISE REPORTING WITH MILLION 
UNIQUE MONTHLY VISITORS AND OVER 


The Globe and Mail 


ENTERPRISE REPORTING WITH UNDER 
MILLION UNIQUE MONTHLY VISITORS 


The Center for Public International Con- 
sortium Investigative Journalists 


BEST NEWS EVENT FEATURE WITH MILLION 
UNIQUE MONTHLY VISITORS AND OVER 

Deep! hivide 
America 


BEST NEWS EVENT FEATURE WITH UNDER 
UNIQUE MONTHLY VISITORS 


Chattanooga Free Press 


BEST BUSINESS REPORTING WEBSITE WITH 
UNIQUE MONTHLY VISITORS AND OVER 
Open Peering 

Alibaba 


Wall Street Journal 


: 


Street Journal won two EPPYs this year 
including one for Best Business Reporting 
Website with million unique monthly visitors for 
“Open Sesame: Peering Alibaba.” Pictured 
(from left): Laurie Burkitt, Ken Brown, Phred Dvorak, 
Yun-Hee Kim, Juro Osawa, Kathy Chu, Tom DiFonzo 
and Marc 


Vegas Weekly won this year for Best Weekly 
Newspaper Website with under million 
monthly visitors. Pictured are Christopher 


photographer; Mark Adams, Web editor; 
Erin Ryan, managing editor; Kristy Totten, writer; 
Ventura, calendar editor; Mike Prevatt, senior editor; 
Kristen Peterson, writer; Spencer Patterson, editor; 
Mavin Lucas, senior designer; John 
columnist; Mikayla Whitmore, photographer; and Brock 
Radke, associate editor. 
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BEST BUSINESS REPORTING WEBSITE WITH 
UNDER MILLION UNIQUE MONTHLY VISITORS 
Selling 

Tribune 


BEST DIGITAL MAGAZINE WEBSITE WITH 
UNDER MILLION UNIQUE MONTHLY VISITORS 

OnMilwaukee 


BEST INNOVATION PROJECT WITH MILLION 
UNIQUE MONTHLY VISITORS AND OVER 
Service 

Jazeera America 


BEST INNOVATION WITH UNDER 

MILLION UNIQUE MONTHLY VISITORS 

The Center for Public International Con- 
sortium Investigative Journalists 


BEST USE DATA/INFOGRAPHICS WITH 
MILLION UNIQUE MONTHLY VISITORS AND OVER 


Labs 
Time 


BEST USE DATA/INFOGRAPHICS WITH UNDER 


UNIQUE MONTHLY VISITORS 


The Center for Public Integrity 


BEST COMMUNITY SERVICE 
AFFILIATED WEBSITE WITH MILLION 
UNIQUE MONTHLY VISITORS AND OVER 

The Globe and Mail 


BEST COMMUNITY SERVICE 
AFFILIATED WEBSITE WITH UNDER MILLION 
UNIQUE MONTHLY VISITORS AND OVER 
Kids 

The Center for Public with Reveal 


BEST USE SOCIAL MEDIA/CROWD 

SOURCING WITH MILLION UNIQUE 

Digital Print Media 


USE SOCIAL MEDIA/CROWD 
WITH UNDER MILLION 
MONTHLY 


Center for Public 

integrity won four EPPY 
awards this year including 
one for Best Innovation 
Project with under million 
monthly visitors for “Fatal 
Extraction.” Pictured are 
(from left Will Fitzgibbon, 
reporter, 
Consortium Investigative 
Journalists; Eleanor Beli, 

multimedia editor, Center 

Public and 


Chattanooga limes Free Press 


BEST MOBILE APP WITH MILLION UNIQUE 

New Mobile Experience for 


MOBILE APP WITH MILLION 
UNDER UNIQUE MONTHLY 


Journal Montréal 


NEWS EVENT FEATURE VIDEO 
MILLION UNIQUE MONTHLY 


Saving The Globe and Mail 


really 
Jazeera America 


NEWS EVENT FEATURE VIDEO WITH 
MILLION UNIQUE MONTHLY VISITORS 


Domestic Abuse: Why did 


MILLION UNIQUE MONTHLY VISITORS AND 


Matters: Adams City 


The Denver Post 


SPORTS VIDEO WEBSITE WITH 
MILLION UNIQUE MONTHLY VISITORS 


Marissa 


with 


Day Publishing Co. 


Chris Zubak-Skees, news 
developer, Center for Public 
integrity. 


Tribune was honored with 
EPPY for Best Business 
Reporting Website 
with under million unique 
visitors for “Selling Hope.” 
Pictured are (from left) 
assistant managing editor 
Matt Sauer, investigations 
editor Michael Braga, 
reporter Josh 
digital editor Alan Shaw 
and executive editor Bill 
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>The Boston Globe won three EPPYs for Best News Website, Best 
Sports Website and Best News/Political Blog with unique 
monthly visitors and over. Pictured the team for Best 
Sports Website. 


Jazeera America won three EPPYs 
this year, including one for “Terms 

Service” for Best Project 
with million unique monthly visitors 
and over. Pictured are Josh Neufeld 
(left) and Michael Keller, co-authors 
the graphic which 
explored issues data privacy. 


¥ 


OnMilwaukee.com won two EPPYs this year for Best Digital Magazine 
and Best Online Media Kit with under million unique monthly visitors. 
Pictured are (from left) Sarah Laux, Bobby Tanzilo, Snyder, 
Andy Tarnoff, Caroline Henning, Jason 
McDowell, Carolynn Buser, Matt Miller, Nick Barth, Lori Fredrich, Luke 
Stevens, Michelle Bigelow, Aaron Perry, Jeff Sherman, Jim Grayson, and 
Kurt 
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BEST INVESTIGATIVE/ENTERPRISE VIDEO WITH 


MILLION UNIQUE MONTHLY VISITORS AND 


CNN 


BEST WEBCAST WITH MILLION UNIQUE 
MONTHLY VISITORS AND 
CBSNews.com: Breaking 
Coverare 

CBS Interactive 


BEST WEBCAST WITH UNDER MILLION 


Lave Stream 


BEST PHOTOJOURNALISM WEBSITE WITH 


MILLION UNIQUE MONTHLY VISITORS 


Poverty 
MSNBC.com 


BEST WEBSITE WITH 


UNDER UNIQUE MONTHLY 


Cruelest 
Press 


BEST OVERALL WEBSITE DESIGN WITH MILLION 
UNIQUE MONTHLY VISITORS AND 


ESPN Digital Print Media 


BEST OVERALL WEBSITE DESIGN WITH UNDER 
UNIQUE MONTHLY VISITORS 


RTDoc 


BEST REDESIGN/RELAUNCH WITH MILLION 
UNIQUE MONTHLY VISITORS AND OVER 

and 


Montréal 


BEST REDESIGN/RELAUNCH WITH UNDER 

UNIQUE MONTHLY VISITORS 
Reports 

Nieman Foundation 


USER EXPERIENCE WITH 
VISITORS 


BEST ONLINE MEDIA KIT WITH MILLION 
UNIQUE MONTHLY VISITORS AND OVER 

Media Kit 


ONLINE MEDIA KIT WITH UNDER 


OnMilwaukee 


ONLINE 

MONTHLY VISITORS AND OVER 


BEST ONLINE ADVERTISING/MARKETING CAMPAIGN 
WITH UNDER MILLION UNIQUE MONTHLY VISITORS 
Brand 
The Oklahoman Media Company 


Latham 
holds her son, Bryson 
Johnson, 
bubbles distract him 
while receives 
infusion intravenous 
through port his 
chest Erlanger 
Hospital June 
Bryson has 
rare condition called 
IPEX syndrome, 
genetic autoimmune 
disorder that one 
the rarest existence. 
Only estimated 
100-200 cases exist 

the but both 
Bryson and his brother 
Tre are affected. 


>MSNBC.com won 
EPPY for Best 
Photojournalism 
with million unique 
monthly visitors and 
over for “Geography 
Poverty.” Photos 
Matt Black 
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Photos 


ing one for Best 


Photojournalism Website with 
under million unique monthly visitors 


for “The Cruelest Equation 


this year 
Doug 


The Chattanooga Times Free Press 
was honored with three EPPYs 


Arizona State University’s 
Walter Cronkite 
Journalism won EPPY for Best 
College/University investigative 
Documentary Feature for 
“Hooked: Tracking 
Arizona.” Cronkite School 
student Erin Patrick 
(pictured here) conducts 
interview for the documentary. 


University’s 
hoods.com won this 
year's EPPY for Best 
Newspaper Website. 


BEST BUSINESS BLOG WITH MILLION 
UNIQUE MONTHLY VISITORS 
the Market 

The Globe and 


BEST BUSINESS BLOG WITH UNDER 
MILLION UNIQUE 


BEST NEWS/POLITICAL BLOG WITH MILLION 
UNIQUE MONTHLY VISITORS AND OVER 


Game 
The Globe 


BEST NEWS/POLITICAL BLOG WITH UNDER 


UNIQUE MONTHLY CUNY Graduate School Journalism was honored with EPPY for 


David Moore Best College/University News Event feature for “Without Badge: 

thics Community Alternatives the Police and Court System.” Pictured are 
(from left) William Engel, Luke Tress, Pilar Belendez-Desha, Maura Ewing 
and Bianca Silva. 

BEST COLLEGE/UNIVERSITY 


NEWSPAPER WEBSITE 


University 


BEST COLLEGE/UNIVERSITY 
NEWS EVENT 
Badge 


CUNY Graduate School Journalism 


DOCUMENTARY FEATURE 


State University Walter Cronkite School 


BEST COLLEGE/UNIVERSITY INVESTIGATIVE 
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Strengthen private party salas: 


here are millions dollars 


hiding your classifieds 
can you 
get them.” 


Janet DeGeorge, 
Sales trainer and consultant 
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Mark Barna has 
been named editor 
Action Reporter 
Media 
Lac, Barna’s 
mast recent role was 
editor for college 
publications the 
University His career 
stints The Bakersfield 
Californian and The Colorado Springs 
including reporter, blogger, editor and 
weekly columnist. Barna has also been 
published business journals and 


of dis ital 


Annie Granatstein has joined the 
Washington Post head 
She comes the Post 
from in-house creative agency, 
where she created programs for major 
Prior that, she worked 
Video, founded the con- 
tent-marketing arm communica- 
tions ageney, and was entertain- 
ment and independent 
producer Hollywood, 


Mi-Ai Parrish has been named presi- 
and publisher The Arizona 
She previously served 
publisher the Kansas City (Mo.) 
Star since June 2011, She came 

the Star from the Statesman, 


where she was president and publisher 


for five Before that, Parrish 


Adreana Young 


spent the majority her career 
newsroom roles, from reporting and 
copy editing, travel editor and 
ects She worked the Min- 
neapolis Star Tribune, San Francisco 
Chronicle, Chicago Sun-Times and 
the Virginian-Pilot, also 
served deputy managing edi- 

tor and other roles the Repub- 
lic newsroom from 1999 


Liz Heron has joined Huffington 
Post executive editor, Most recent- 
ly, Heron worked Facebook the 
company’s head journalism part- 
Prior that role, she 


stints both Wall Street Journal 
and the New York Times prominent 
social media positions, Heron’s new 
responsibilities oversight 
both editorial strategy and audience 
development. 


Harold Hoff has 
been appointed vice 
president, sales and 
service for Heidel- 
berg Canada Graphic 

With years 
experience Hei- 
service organization, Hoff 
will assume responsibilities sales, 
service and customer relations, and 
help lead the day-to-day operations 
Heidelberg Canada. 


adreana@editorandpublisher.com 


Brian Garnock has joined Newsday 
Media Group (NMG) senior vice 
president, revenue management 

and strategy. Garnock will lead all 

advertising sales efforts 
encompassing digital and print for 
national, retail and local 
Most recently, served execu- 
tive director Hearst Digital Media. 
Prior Hearst, held senior sales 
leadership positions with Salesforce. 
com and Buddy From 1997 
2010, Garnock served various 
positions with New York Times 
Media Group, starting account 
manager and ultimately becoming vice 
president 


Gordon Borrell has 
been elected chair- 
man the Local 
Media 
board 
Borrell the CKO 
Borrell Associates, 
research and consult- 
ing firm that tracks and forecasts local 
media advertising addi- 
tion, Borrell will join the Local Media 
Foundation board treasurer. 


Steve Ranson 
now president 
the Nevada Press 
board 
Ranson 
has been editor 
the Lahontan Valley 
News Fallon, Nev. 
for the past seven-and-a-half years, 
With more than years experience 
journalism and education, Ranson 
also member the Interna- 
tional Society Weekly Newspaper 
1987, Ranson was hired 
the LVN sports reporter and 
was promoted sports editor 


Cynthia Counts, founder Counts 
Law Firm, has joined Duane Morris 
LLP partner its Atlanta, Ga. 

office. experienced litigator with 


ecitorandpublisher.com 


Hathaway digital services division, Before that, 


more than years trial and appel- 
late experience, Counts defends news- 
papers, websites, television stations, 
businesses and individuals 
matters, well breach contract, 
invasion privacy, fraud and 
sory estoppels She also repre- 
sents media and publishing companies 
pre-publication review matters and 
emergency court hearings contest 
unconstitutional prior restraints, mo- 
tions for injunctions, quash subpoe- 
nas the basis privilege 
and gain access court proceed- 
ings public 


Randal Meske has 
been named vice 
president global 
sales and marketing 
for Olive Software. 
will lead all sales 
and marketing teams 
across the 
Most recently, Meske was vice presi- 
dent sales Newscycle 
Prior that, was the president 

Citation Inc. where 
led the sale its flagship product 
roles vice president 
Global Collaboration Sales Unit, vice 
president global technical publish- 
business development and 
multiple international assignments 
Kurope and Latin America with Lotus 
and 1BM managing regional 


Publications, 
has pro- 
moted Patrick Klein 
vice president 
advertising and Jay 
Higa vice pres- 
ident business 
Klein will 
oversee the retail, 
classified and digital 
advertising sales 
departments, 
began his career 
assistant account 


ACQUISITIONS 


Broad Street Media LLC has acquired the intellectual property rights Phil- 
adelphia City New York Inc. New York also owns Metro, the 
free daily that New York, Philadelphia and Boston. result 
the acquisition, City Paper will cease its print publication, and its web- 

site will consolidated with philadelphiaweekly.com, the website Philly 
Weekly. Philly Weekly, the only other alternative publication Philadelphia, 
was sold R.P.M. Philly LLC earlier this year. There are several common 
partners Broad Street Media and Philly. They will consolidate opera- 
tions and incorporate the best features City Paper into Philly Weekly. 


The daily newspapers Cheyenne, Laramie, Rawlins and Rock Springs, Wyo., 
have been sold the McCraken and Richardson Families APG Media the 
Rockies. APG subsidiary Adams Publishing Group, LLC, family-owned 
media company headquartered St. Louis Park, Minn. The daily newspapers 
the transaction are: the Cheyenne Wyoming Tribune Eagle; the 
Laramie the Rawlins Daily Times; and the Rock Springs Rock- 
et-Miner. 


The Village Voice has been sold the Reading Eagle Co., family-owned 
media company based Reading, Pa. The Voice has been owned VMG 
since January 2013. VMG will manage general operations the Voice through 
February 2016. Following that transition period, the two groups will contin- 
produce and share their signature film and coverage, and the Voice 
will continue offer its advertisers VMG's Web and digital agency services, 
operated through its Digital Services subsidiary. VMG also will continue 
sell national advertising for the Voice. 


The Post Co., which owns the Post Register Idaho Falls, and three 
weekly newspapers Shelley, Challis, and Rigby, Idaho, has been sold the 
Brady family Adams Publishing Group LLC, headquartered St. Louis 
Minn. The Post Co. has been family-run business passed down through the 
Brady family since 


Garden Island Kauai, Hawaii, 

West Hawaii Today and the 
began his career 


executive Starr McCombs 
Advertising and joined The 
rejoined 2005 the director 


advertising. served the project 
lead for the internal 
computer systems for advertising, 
accounting and page layout during the 
merger The Advertiser 
and the Higa 
will manage local and major national 
accounts inchiding advertising agen- 
cies, the commercial print, direct mail 
and advertising sales departments 

for neighbor island dailies: 


account executive and worked 

the advertising departments for 
Honolulu Advertiser and the Hono- 
lutu Star-Bulletin, rejoined Oahu 
Publications 2009 the director 
new business development and was 
promoted director advertising/ 
business development 2014. 


David Butler has been named 
executive editor, senior vice president 


\ 
‘ 


news. 


news and audience development for 
The Providence Journal. Butler 
was most recently executive vice presi- 
cent and editor-in-chief Digital 
Media. began his full-time 
journalism career 1972 reporter 
and became metropolitan 
editor Butler then held editor 
Owensboro, Ky.; the Jacksonville 
Journal; and the Rocky Moun- 
News, Denver, Butler was 
editor the New Haven 
from 1988 1996, and 
1997 became executive vice president 
for news and editor the Los Angeles 
became editor and publisher The 
Detroit 


Randy Mitch- 

ell has joined KPC 
Media Group Inc, 
Mitchell has 
three decades ex- 
perience newspa- 
per management and 
was most recently 
group publisher Me- 
dia Newton, Kan, 


Brad Harmon has been named 
president and publisher Dispatch 
Media Group, which includes The 
Columbus (Ohio) 
joined six years ago and 
served most recently regional 


Jason Piscia has been promoted digital man- 
aging editor The State Journal-Register 
Springfield, his new role, Piscia will oversee 
efforts for both online and print 
editions. Piscia came the paper reporter 

1998, where covered general assignments, 
police, higher education, business and Springfield 
city hall. later became the Journal-Register's 
first staff member devoted full time online 


vice president for the 
largest daily began 
his media career intern 
the business side The 
ald Willoughby, later 
rose through the ranks sales and 
marketing positions series 
papers, including The Oregonian 


Prior his role managing editor, 
Merida was the national 
editor, 


Barnes has 
been elected presi- 
dent the American 
Court and Commer- 
cial Newspapers, Inc. 
for 2015-16, Barnes 
publisher 
Memphis 
Daily also publisher the 
company’s two other weekly papers, 
The Nashville Ledger and The 


Debra Leithauser has been named 
president and publisher the 
Statesman Boise, She was 
previously president and publisher 
the Centre Daily Times State Col- 


Northeast Ohio MediaG oup 


Portland, had several stints with 
Cincinnati, Ohio, Indianapolis, 
and Rochester, N.Y. 


Kevin Merida has 
stepped down 
managing editor 

the Washington 
Post and has moved 
ESPN senior 
vice president and 
editor-in-chief 
Undefeated, digital site that 
will explore sports, race and 


lege, Pa. Leithauser joined McClatchy, 
parent company for both newspa- 
pers, 2012 the top editor the 
former Informa- 
tion Services. Before that, she spent 
nearly years editor The 
Washington Post, overseeing variety 
print and digital 


Michael Reneau has been named 
editor the Greeneville Sun. 
joined the paper assistant man- 
aging editor November Prior 
that, Reneau was reporter for 


editor andpublishercom 


\« 
4 
NEOMG), which 
previous posi include president and CEO 
Media Group and publisher Newsday. Prior 
lishing and the Chicago Tribune Media Grou 
| 


digital publishing 


digital publishing continued from page 
trying navigate, Ulken, the executive 
digital strategy Philly.com 
(where draw sports cartoons and cover 
sports media), currently overseeing 
complete redesign his 
website, and dealing with that balance 
between readability and placement 
first hand, 

better experience for users can 
lead better experience for adver- 
attention their messages,” 
Ulken problem it’s hard 
the experience without 
reducing the number ads the 
When every penny counts, this 
can hard sell.” 


continue 


the rise blocking mobile and 
the dramatic increase automated 
sales, the obstacles for publishers 
trying increase their digital revenue 


‘The news all With the 
growth native advertising, any 
attempts making web pages more 
readable will help advertisers reach 
their target 

Karlier this year, the 
completely overhauled their website, 
creating cleaner reading experience 
across digital While intend- 
enhance the readability and 
retention their articles, the added 
engagement has also had positive 
effect their sales, especially their 


president and publisher the 
tic, told Nieman “Additionally, 
high-impact units with non-standard 
pixel sizes huge demand, and 
are showing percent increase 
engagement our site over last 

anyone who has ever visited web- 
After all, was Walt Whitman 
who once said, “Simplicity the glory 
designers here Publisher 


Rob ‘Tornoe 
and columnist 


difficulty for any development native advertising for and 
team designing pages that appeal (W)e have seen 164 percent Publisher. Keach 


readers while offering valuable 
and effective space advertisers 
conveying their messaging. And with 


Publishers Circulation Fulfillment, (PCF) 
Contact: Sales 

Phone: 1-877-723-6668 

E-mail: sales@pcfcorp.com 

Website: www.pcfcorp.com 


Company Profile 


For years, PCF has been the proven leader 
operational aspects print distribution for some 
the country’s major newspapers. one the 
largest home delivery and distribution service 
providers the United States, PCF helps publications 
all sizes reduce costs, expand maintain their 
delivery footprint, and stabilize service improve 
subscriber retention. PCF has the unrivaled depth 
knowledge and expertise needed successfully 
support print distribution operations ever 
changing landscape. 

With PCF publishers can offload daily 
operational headaches, and refocus resources 
managing results and pursuing growth. 


Cam 


increase metrics like page views, 
time site and social actions taken 
year-over-year,” Hayley Romer, vice 


him 


Benefits newspaper 


PCF offers broad range services and 
solutions support growth and operational 
efficiency. 

Delivery Services include range scalable, 
affordable delivery options, serving wide range 
printed media including dailies, weeklies, 
newspapers, magazines, free publications, Sunday 
Select and PCF serves more delivery options 
than ever, including single copy and bulk, total 
market coverage, select market coverage, zoned 
delivery, and course, traditional home delivery. 

Call 1-877-PCF-6668 find out more visit 


DISTRIBUTION CHALLENGES 
BUSINESS OPPORTUNITIES 
PCF 
| 


Sales Ph: 1-800-544-4450 
Website: newzware.com 


Who are and what 

ICANON privately held company centrally lo- 
cated the Northeast Business Corridor near Phila- 
Pennsylvania, application, data 
since its formation 


advertising, production, financial, editorial 
and professional service solutions for the publishing 
Newspaper and media professionals rely 
timely and reliable processes efficiently manage 
the production and financial leaving valu- 
able time for creativity and thoughtful management 
new challenges. Newzware, division 
Associates, provides the software solu- 
tions manage the former and the customer support 
assist with the Newzware users obtain and 
share information, manage their resources, generate 
revenue and remain productive all within the protec- 
tive framework Newzware Software 
Most importantly, our Newzware users develop real 


Libercus 


Simply publishing 


Associates 
Website: www.libercus.com 
E-mail: info@libercus.com 


Who Are 


Libercus software development company that specializes 
editorial content management and delivery. The Libercus Content 


comfort the knowledge that are there when they need 
Newzware support unmatched the 


Benefits you Media Company 

new media publishing marvel evolution 
and face disruptive changes that challenge traditional pub- 
lishing Your customers are getting their information 
new ways, how will you compete? 


Newzware cost-effective evolutionary platform that will 
help you produce, assemble, deliver and profit from your 
forts the modern publishing age. believes that 
you need only invest these tools one time, The 
vendor should stable and responsible for keeping 
their product current with technology advances and meeting 
the demands its customer base. ‘That why all Newzware 
Customers under Maintenance Contract continue receive 
all Newzware license upgrades additional 


Innovations such web portals for customer interaction, 
digital paid content management, integrated optimized 
mapping, demographic import and export facilities and ex- 
pansive reporting are all internal Call today 
discuss your 544-4450 


Why should publisher choose your 
solution? 

Ours modern, non-legacy solution 
designed utilizing the latest technology 
available order allow publishers 
develop their business model the ever- 
changing and growing publishing landscape. 
Moreover, our consumption-based pricing 
model covers all aspects hosting 
support updates providing the best value 
publishers scalable system which 
mirrors the business models our 
customers. 


Management System single-interface, entirely 


system that allows for the publishing content across all channels. 


How would publisher trom your product service? 
More than any other company, Libercus reduces publisher's 
reliance third party vendors thereby saving costs its 
elimination redundant hardware, software, and services. Our 
system simplities the publishing process and increases 
efliciency, allowing companies allocate resources more 


What you your 
competitors? 

The browser-based interface provides 
environment which reporters, stringers, 
and photographers can publish the 
real time from any device. utilizing 
Microsoft Azure, Libercus able deliver 
true cloud solution and not just remote data 
center the case with our competitors. 


Gannett Imaging and 
Design Center (GIADC) 
400 Locust St., Suite 440 
Des Moines, 50309 
giadcinfo@gannett.com 


Contact: 

Connie McGarrah, Business 
Development Manager 

Email: cmcgarrah@gannett.com 
Direct: 515-284-8189 


Who Are 

The Gannett Imaging and Design Center full-service design group, specializing pre-media 
ices ranging from revenue generating advertising Campaigns imaging and production 
ices. With over 400 creative employees, able partner with you unlike any other player the field. 
Our customers represent hundreds publications nationwide that demand the highest standards quality. 


The GIADC currently one the largest production in-sourcing/outsourcing operations, producing 
average 25,000 ads per week and 80,000 images per week. The GIADC doing work for Gannett 


newspapers, Broadcast stations, and customers. 


Benefits Newspaper 

Outsourcing production work GIADC requires minimal capital investment. Insourcing difficult 
and can costly, We've already laid that groundwork and gone through the growing pains. Now you 
have the opportunity benefit from our experience and investment! GIADC partner that understands 
your business, can contribute more than just building ads, becoming true extension your team. 
Quality and offerings can improved most locations, helping you generate revenue. Best you 
free your resources focus what you 


Why Companies Choose 

Because are very, very good what do. are based the US, with locations Des 
Moines, and Indianapolis, IN. All our work produced in-house those two Our man- 
agement group fiercely committed the success both our own teams and yours. don't just 
think outside the box. burned the box, and our customers win big result. 


How Are Different 

The biggest advantage that have over our competition that live and breathe this business daily just 
like you do, The GIADC interacts with thousands sales reps, customers and Publishers daily 
understand your business. Our goal allow you focus your business and not internal issues 
ing with production and were media company before became 
Our primary business that publishing, just like yours. understand what takes meet and 
keep customers happy. what you best and outsource the rest...to Gannett! 


Testimonial/Current Clients/Success Story 
The World Company 
“We had utilized the Photo services Gannett for number years. When were looking for 
for our Production, they were the obvious needed quality work, reduced cost 
and quick also had definite need for improved turnaround spec ads, and were 
wishing keep the work within the U.S. They delivered promised each area. would highly recom- 
mend their services anyone considering outsourcing production.” 

Production Manager, Journal- World 


Give your company 
Vision Data's 


“Soup-to-Nuts” Advantage! 


over Vision Data has been dedicated hiting and retaining the best peo- 
ple and fosteting atmosphere industry-leading innovation, while building our 
solid history growth, without the need for merger providing for 
changing needs with the development and advancement our complete 
suite dynamic developed software applications. 


‘The result unified approach backed the best 

service and support, mean huge benefits for progressive publisher; 

menu coordinated sales, customer service, business and 

production applications: 

Online VisionWeb tool suite: 

Web customer service screens for subscribers, 
dealers, classified and retail all driven directly base 
systems, designed build income while saving time and reducing staff 
advertising search engine creates more 


Advertising: 
Single database, single screen entry for classified, retail, on-line, preprints, special 


packages, Campaign management suite, CRM, E-tears, auto proof email, etc. 


Total advertising functionality single 

Remote account management for outside sales reps connects 
entry, tracking, accounting, reporting, enabling full instant 
from the field including artwork submission rep customer, 


Circulation: 

management system for print, digital, IMC and blended 
models, Management dashboard instantly displays and compares 
CASS certification, postal reporting, remote access for account route 
management, Pay, CSR, full accounting and 


Tracking/Production: 

functionality and manages creation, proofing, etc. 
Cut costs, production time, reduce with this powerful tool. 


Accounting: 
complete accounts receivable reporting and management. 
Optional accounts availability. 


Archive Box 
Phone: 360-427-6300 
Website: 


Who Are: 
specialize making digital copies (scans) your printed 
and bound volume archives which you can store 
and access from any device. 
Our service includes everything shipping logistics, high 
resolution scanning, digital copies, hard and online hosting. 
work your schedule and with contract 
commitment scan batches, and 
You exclusively own and control the original scans and all copies. 
partnership required. 


How will you benefit? 
the stewara your published history, you know the 
value your printed newspaper archive. Don't wait begin your 
digitization before you suffer loss! 

Digital copies preserve your archive, and effectively nullify 

physical loss. 

Your bound volume, loose, and microfilm 

can digitized. 

Fully searchable. 

with your existing PDF 


Case studies and testimonials 
Please visit website for complete details: 


Technological Innovation: Vision Data constantly inno- 
vation and staff has managing 
accounting and well flowing and controlling ads. are con- 
stantly developing revenue modules that add your sales Vi- 
suite team second none the industry and dedicated 
keeping Vision Data the cutting edge that technology. 
Configuration Options: Vision Data packages are avail- 
tions, offer both laaS Service Vision Data hosted) and 
SaaS (Software Service leased access) system configurations, both 
which save you the cost and installing and managing your own 

Large Customer Base: have base over 2,000 publications 
made good mix privately owned newspapers groups. 
tation for outstanding customer service and attention customer needs. 
take great pride our history retention. 

Ongoing Support Pricing: investing Vision 
systems, you can also lower your support 
replacing vendor support charges with singled sup- 
port investing the total Vision Data pack- 
age can save fifty percent from the cost multiple support packages. 
Competitive Pricing: When publication good fit for 
overhead 

outstanding overall performance, simplicity operation, vendor reputa 
tion, ongoing relations innovation, and the cost implementation, 
you should definitely consider Vision Data next 


Contact today... 


VISION DATA 


sales@vdata.com 518-434-2193 
www.vdata.com 


the industry standard online journalism 

contest used 150 newspaper associations, 
press clubs and broadcaster groups representing over 
20,000 journalists and trades people. 


BetterBNC exclusive features: 


Contestant Manager® Senior managers and editors 
control who and what entered for their organization. 


Revenue Manager manage entry tees paid 
credit card check, including department. 


Open Call® Your best work “open” world 
entry opportunities across multiple contests. 


Cloud Scrapbooks Save copies your best work all 
year long with free cloud storage. 


Awards Manager Publish your award-winning work 
your own free web pages. 


Website: 


KAMEN co. GROUP 
For Those Who Demand Excellence! 
WWW.RAMENGROUP.COM 

Customized Page Appraisals Business Plans. 
Leaders Valuing Publications Newspapers, Magazines Shoppers 

Expert Valuation Witness Acquisitions Mergers Sales 


626 Plaza, West Tower, 6th Floor, Uniondale Global Expertise, Market Knowledge, Unmatched 


Years Publishing Expericace 


Brokers 


Whose voice 
industry leaders seek? 


Just ask them. 


Let provide the high level professional, personal 
and custom solutions that your media entity 
Global expertise, deep local market unmatched integrity. 


the publishing business companies, pay close 
Paul Tash Tash Chairman the Pulitzer Board 
and the Tampa Bay 
“Kevin Kamen one the world’s best-known and most Wishing you Representing clients with 
prolific brokers media properties and companies.” Experience Integrity 
The Power Broker Magazine National Media Associates 
Happy, Healthy Visit at: 
nationalmediasales.com 
Whose judgement they trust? Holiday Season! for conhdential conversation. 
“Kevin Kamen correctly predicted far back 2010 that 
buyer would willing pay $42 million $51 million for KAMEN 
The Journal... ‘They paid about million more YOU CAN EMAIL YOUR AD: 


than they should have, Kamen told ... Kamen 
suggested Gatehouse was motivated pay premium 
part ensure competing newspaper chain get The 
(Providence) Journal instead.” 


Ted Nessi, WPRI 12, Providence, Rhode 


Getting right matters! 


Consideting selling your publication? 
You should have your title financially valued 
correctly and listed for Call come visit 
Kamen Group Services assist you. 


classifieds@editorandpublisher.com 


Publications For Sale 


For 


KAMEN CO. GROUP SERVICES 
Publishing Broadcast Annual Directory, Family Owned New 
Mexico Weekly Newspaper, Area Shopper, GREEN 
Health/Eco Monthly Newspaper, Charleston Myrtle Beach 

Media Group, N.E. Daily Newspaper, Small independent 

SERVICES Book Pub Co. West Coast Independent Movie Studio 
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KAMEN CO. GROUP SERVICES 


Representing clients with 


Knowledge Integrity Advertise direct 
National Media Associates the industry! 


Visit at: 
nationalmediasales.com 


your own business and your own boss. 
Give call 1-800-527-1782 


WHAT OFFER 
Brokering newspaper presses worldwide 
Buying and selling newspaper presses 
Appraising equipment 
Consulting 
Property Tax services 
Credibility and our Guarantee 


NEWSPAPER MACHINERY LLC 


you are reading this, 
are your customers! 


advertise, call 1-800-887-1615 


EDITOR 


ADVERTISING SALES 
MANAGER 


you accomplished sales pro- 
fessional who passionate about 
leading team account executives 
thrive, 

and want part fast-paced 
dynamic sales department; then 
Media, Media company, 
seeking Sales Man- 
ager with successful track 
leading revenue growth 
paced environment join our 


Media has diverse 
daily and weekly news- 
papers, events, mail, and 
comprehensive suite prod- 
ucts, serving the local sales arm for 
Propel are located 
beautiful, coastal Wilmington, NC; 
voted Best American 
USA 10Best Choice, 
neighboring 
beach communities such 
ville Beach, Carolina Beach and Kure 


The position reports the Director 
orative spirit with the advertising 
ing Sales Managet, you will re- 
sponsible for leading 
ing, accomplished sales team 


tative sales approach and maximize 
results for clients. 


Qualified applicants must possess 
demonstrated ability think strate- 
identify opportunities and 
work well with team and have 
knowledge media (print and 
tal) business solutions, digital 
tising trends, and working with 
They must highly organized and 
and 


college degree advertising/mar- 
keting preferred, plus more 
years media sales management 


offer competitive compensation 
and outstanding benefits package 
with the opportunity for professional 
growth and development. Benefits 
include: vacation, sick leave, holiday 
pay, attractive 401(k) 
savings medical, dental, 
and much 
this like the position for 
you please send resumes via email 
to: 

dave.cuddihy@starnewsonline.com 
check and pre-employment 
screen, are Equal Opportunity 


place call 800-887-1615 


EDITOR 


Our husband won $2.7 
lion the lottery. She gave her notice. 


Monterey County Weekly has 
mediate opening for 


Working with team seasoned 
staff writers and freelancers, the edi- 
tor sets the direction for the news 
and arts pages print and online, 
and thelr editing, conducts 
planning, staffs the editorial 
leads editorial meetings, 
works with the art director cover 
design and addition 
the for day-to-day 
oversight the department, the edi- 
tor member the management 
team the newspaper and ex- 
newspaper the community, 

The ideal candidate will equal 
parts news-nerd and culture vulture, 
will expetienced both long 
journalism and digital 
storytelling, and proven deadline 
hawk. The job requires exceptional 
and organizational 
and affection for 
Monterey County Weekly the big 
fish beautiful pond. the larg- 
est newspaper one 
the most spectacular 
Ametica, Monterey County Weekly 
has long been recognized for its 
thoughtful, provocative and 
ing coverage news, arts and 
tainment. Founded 1988, the 
newspaper has received scores 
and national newspaper 
awards the past Good 
journalism has proved good for 
business These days Monterey 
County Weekly prints 36,000 copies 
week and dramatically out-circulates 
the Digital First and 
daily papers the market. 


Monterey County Weekly values 
work ethic, yet 
competitive and offer 
benefit package. 
Please send letter interest, 
resume and clip file to: 
Erik Cushman, Publisher 
Monterey County Weekly 
668 Williams Ave. 
Seaside, 93955 


What the WORST that can happen 
you don't advertise? 
NOTHING! 


com 


FOR YOUR 


EDITOR 


The Metidian seeks experi- 
enced editor for our newsroom 

The editor responsible for news 
and editorial content for our six-day, 
newspaper and 
lated digital 


Candidates need 
thinking skills, writing ability 
and competency coaching 
and editors reporting, writing, 
photography, video and social media 
journalism, prize aggressive local 
news and sports coverage print 
and 
The editor directs staff nine full- 
time journalists and chairs the edito- 
tial This petson also key 
member the senior management 
and has strong voice 
the daily newspaper, 
The Star publishes bimonthly 
azine, weekly product and 
website, 
tegic center the serves 
and health The city has two 
military installations, na- 
air station and Key Field, which 
home National Guard wing. 
also features campus 
Mississippi State University 
tractions, the Riley Center, 
orchestra and the Dentzel Carou- 
sel, which dates 
candidates should send 
resume, work samples 
noteworthy journalism 
accomplishments, salary 
requirements and cover letter 
explaining why they are qualified 
for the position Terry Connor 


CLASSIFIED 
ADVERTISING 


Advertise your business 


$35.00 


For more info, call 


1-800-887-1615 


Help Wanted 


EDITOR 


know you are out there: ener- 
getic, creative and outgoing 
owned weekly 


The Blue Mountain Eagle offers 
practice 
ning journalism stunningly beau- 
part Oregon. The position 
pays $41,000 $44,000, depending 
your Benefits include 
plan and paid time off. 


The Eagle located John Day, Ore- 
gon, just hours from The 
evolving restoration 
economy, which gains statewide and 
even national attention. The location 
offets oppor- 
tunities, backpacking, 
camping, fishing, 
and horseback 

The Eagle the oldest (146 years) 
weekly newspaper Eastern Oregon 
and part Media Group, 
award-winning and innovative news 
with active family 
owners, Media Group owns 
newspapers and websites the 
Pacific Northwest, reflecting the 
sponsibility and spirit free press. 
seek journalist who passion- 
ate about local news, excited about 
the opportunity publish print, 
line and with social You'll 
manage and mentor two newsroom 
employees and work with profes- 
sional page design team. Your jour- 
nalistic integrity must. 
ship, and ex- 
are plus. This hands- 
position that edits and writes sto- 
takes photos; posts daily our 
web site; and uses social media 
engage Along with the 
Publisher, you will need 
involved the community. 


Let know why you want join 
the team John Day your cover 
Send your cover letter, 
along with your resume, 
Media Group, Box 2048, 
Salem, 97308-2048, fax 
503-371-2935 
e-mail hr@eomediagroup.com 


Representing clients with 


Knowledge Experience Integrity 
over 300 transactions. 


National Media Associates 
Visit at: 
nationalmediasales.com 
for confidential conversation. 


YOU CAN EMAIL YOUR AD: 
classifieds @editorandpublisher.com 


Help Wanted 


MAILROOM MANAGER 


One the largest newspaper pub- 
lishing concerns the 
seeking strong leader manage 
our operations. 


Our ideal candidate must possess 
people skills, ability 
troubleshoot mechanical issues, and 
able perform under pres- 
The ability communicate ef- 
fectively with departments 
and motivate team members 
required, This position has 
bility for optimum deadline 
ance, quality, and maintaining pack- 
aging The manager will 
maintain clean and safe work en- 
vironment the packaging depart- 
ment while assuting safety policies 
and OSHA are 
willing work weekends and 
evenings accommodate produc- 
tion 


you are very energetic person 
behind and want 
the opportunity leader, then 
this might the position for you. 


Our company provides 
competitive salary, 
comprehensive benefit package, 
and environment that 
encourages personal and 
professional growth. you are 
interested rewarding career, 
email cover letter and resume to: 


MANAGING EDITOR 


The Daily News 
Michigan has immediate opening 
room staff writers and editors. 
The candidate will have 
ground newsroom 
management page lay- 
out quality writing and editing 
skills and the ability communicate 
with the 


should include passion for 
news, 
planning skills and excitement and 
vision about the 
for reaching and growing our 
ship the 


Interested candidates should 
submit letter application, 
resume, references, story clips and 
page design examples 
Robert Johnson, Publisher, 
The Daily News, Box 460, 
tron Mountain, 49801 e-mail 
with Managing Editor the 
subject line. 


place call 800-887-1615 


PRODUCTION/ 
OPERATIONS MANAGER 


day winning family owned 
for individual take ovet 
petitive and one the fastest 
ing markets Southern 
are looking for experienced 
professional with exceptional people 
skills lead talented 


competitive benefits pack- 
age. Candidates must 
plate, press and 
tions. Background production 
tems including pagination, CTP, 
det entry, tracking and output 
management and inseriet 
training electronics computer 
erations plus. Supervisory and 
management experience 
For consideration send 
application with resume 
personnel@avpress.com 
mall Antelope Valley Press, 
Box 4050, 
Palmdale, 93590-4050. 


THE FREE PRESS MEDIA 
SALES AND MARKETING DIRECTOR 


Free Press Mankato, MN, 
newspaper with vibrant 


web/digital presence, 
experienced and marketing 
tree Press Media publishes 
weekly paper, specialty 
magazines and hardbound books. 


This position someone with 
growing print, and 
magazine sales, strong 
and communication skills and 
for 


Minnesota. you enjoy four-season 
outdoor recreation, college 
strong educational systems and 
economy, this the place 
you need 


offer competitive salary and 
benefits. for applications 
Friday, 11, 


Please send your resume, 
references and salary history to: 
Publisher. 
The Free Press Media 
418 Second St. 
Mankato, 56001 


YOU CAN VISIT ONLINE AT: 
www.editorandpublisher.com 


/commentary 


Why Publishers Don’t Care (Yet) 
That the Mobile Web Awful 


Peter Rojas 


here has been lot 

(justifiable) complaining 

lately about just how awful 

browsing the Web 
device has become. ‘The main 
culprit? Page sizes, which have grown 
rapidly recent years, Access 
reports that the average site today 
now double the size the average site 
from just three years Bigger page 
sizes mean increased page load times, 
problem which especially notice- 
able when browsing the smaller 
screen and slower connection 

You can guess why gotten 
phones have gotten more powerful 
mobile networks have gotten fast- 
publishers have felt less inhibited 
when comes increasing page 
sizes than they did the dawn the 


mobile era. days 
their sites with not just banner 
overlays, and video players, but 
all manner network trackers 
and More people consum- 
ing content mobile devices means 
dollars and networks, 
publishers opportunities 
make money off their mobile 
that they have just few years 
But the real reason why publish- 


ers have become comfortable with 
making the reading experience 
mobile miserable because they can 
get away with The reality that 
they don't care hate them, 

sounds crazy, since think 
that most websites would care whole 
lot about keeping their audience happy, 
but the rise social— and really we're 
mainly talking about Kacebook—as 
enormous driver has 
changed the nature the relationship 
between websites and their 
Why? Because Kacebook has become 
the primary interface for hundreds 
millions people for experiencing the 
way, but the News breaks that di- 
rect relationship between websites and 
readers unbundling sites into their 
individual components articles and 
videos) and then re-aggregating them 
into largely undifferentiated stream 
that’s algorithmically customized for 
each 

However, big difference 
between someone choosing 
site because they enter the URL 
into their browser, click bookmark, 
subscribe their newsletter, and 
someone who ends site because 
they clicked link which someone 
shared ‘That difference 
the depth the relationship that the 
user has the site. 

When you break that direct rela- 
tionship between readers and pub- 
lishers, you also take away powerful 
incentive for publishers offer those 
readers high-quality experience. 


reputational hit the brand— 
the brand even matter all that 
your page and being exposed ton 
advertising isn’t bad thing 

Given the precarious position most 
publishers ave in, even small 
decrease income can extremely 
painful, can tell you from time 
AOL that desktop blockers had 
material impact revenue for several 
properties and hard imagine 
mobile blockers not doing least 
some But, also know from 
the perspective why mobile 
long way towards making the Web 
usable again your phone, 

However things turn out, the 
short-term, publishers are going 
find themselves increasingly 
tough position, already become 
lot tougher rely Facebook for 
traffic. competition for eyeballs 
keeps ramping more and more 
publishers figure out how social 
works, 


Peter Rojas stage inves- 
tor with Prior that, 
was strategy AOL and 
also the co-founder several startups 
and websites, Weblogs 
RCRD LBL, hackaday, and 
full version this article can 


com 


Nominate your paper, submit your ideas 


Enter via email: (Subject line: E&P 10) 
editor@editorandpublisher.com 


Enter online at: 


Our March issue will profile what have long labeled Deadline: January 15, 2016 
“10 list, instead spotlights select newspapers that Your name contact into 
area, out successful innovation, implemented 
cost-savings procedures, developed programs that have Notable innovation, achievement, story, procedure, etc. 


generated revenues increased circulation. Your ideas help newspapers succeed and grow 


The objective the story bring ideas together and 


share the best and the brightest one comprehensive 
All ideas are welcome. editorandpublisher.com 
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